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Wa «t every man honor and love 
ES) the land of \his birth and the race 


from which he tprings and keep their 








memory green, li is a pious and 
honorable duty ah x x But let us have 
done with British-Americans and 
Irish-Americans and German-Americans, 
and so on, and all be Americans « « * 
If a man is going to be an American 
at all let him be so without any qual- 
ifying adjectives; and if he is going 
to be something else, let him drop 


the word American from his per- 


sonal description. Henry bet Lodge 
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Like a Swimming Pool? 


Yes, a Credit Bureau is like a 
swimming pool. Fresh water must 
regularly replace the contami- 
nated in a swimming pool in the 
same way that up-to-date informa- 
tion must be filed with the Credit 
Bureau to replace information 
which no longer describes the pay- 
ing habits of your customers. 


Stale water in a swimming pool 
is no more dangerous to you than 
the contamination of your ac- 
counts receivable by old, out-of- 
date file information. 


Keep your Credit Bureau fresh 
by regularly furnishing the kind 
of information you need when 
your turn comes. 


Assvciatep Crenit Bureaus ve America 


1218 OLIVE STREET 


INTVURPVU RA TTY 


“An Association of Credit Bureaus Since 1906” 


SAINT LOUIS, MO. 




















March, 1942 > 
The VOLUME 30—No. 6 


. This Month’s Cover 
** Americans’ — this month's 
1Y { cover is “for victory" and is a 
: production of Will Ecker & Co., 
Engravers. The statement, 
taken from a speech by the late 
L. S. CROWDER Henry Cabot Lodge, is such a 
Editor fine and fundamental philosophy 
ARTHUR H. HERT Gj W/ of Americanism that it is felt 
Associate Editor it should be deeply engraved 


in the heart of every American. 
OFFICIAL PUBLICATION OF THE NATIONAL RETAIL CREDIT ASSOCIATION 








A finely engraved reproduction 


of this copyrighted statement, 
CONTENTS size 9” by 12”, may be obtained 


Fea rticles ; for 35 cents (3 for $1.00) by 
» ture A eo writing direct to Will Ecker & 

















Instalment Trading in England Under War Conditions . 3 Co., 414 North 12thBoulevard, 
Louis Monk St. Louis. It is their hope and 
Trends and Prospects for Consumer Credit Control . . 6 ours that a copy be appropri- 
Da. Rolf N / ately framed and hun} in every 
ree ‘ office, factory and home in these 
Certainties in an Unpredictable Year . . . . . . 12 United States 
Wm. Hoffman 
Successful Instalment Selling in the Retail Coal Business 18 « 
Philip B. Harrigan 
Government Credit Control—Canada’s Experience . . 26 
J. Gordon Dahins She’s a Credit Man’s 
=> Departments Nightmare! 
Credit Department Letters . . . . Aline E. Hower 10 e 
Barometer of Retail Business . . . . Arthur H. Hert 13 
The Collection ar alaitaai 1942, vs. 
January, 1941 . . . ; 16 
The Credit Clinic .. a ee huts H. Hert 22 
Current Business Conditions “oe > a ae 
EditorialComment . ... . . . JL. S. Crowder 32 
> Other Highlights 
This Month’s Cover. . a a a a 1 
Wartime Convention Preview ae te ek Oa 
New Membership seaiea er a ne a 
25,000 Club. . ° a ee You know her type well. She spends 
Letters to the Editor Se ee A ee freely—but she pays slowly. Why not 
Be 8S ee SO limit her credit the modern, dignified 
News Items . _ 2 +s way—with Rand M¢Nally Budget Cou- 
Combined Application and Sales Contract Form. . . 25 pon Books! They're used successfully by 
ee a ee, a ee hundreds of America’s leading stores. 
oe a a ey et me ae 


Write for full informa- 
tion. Rand M®Nally 
& Company, Dept. 
C-32, 536 South 
Clark Street, Chica- 
go; 111 Eighth Ave., 
y New York City; 125 
East Sixth Ave., Los 
Angeles; 559 Mission 
St., San Francisco. 













Editorial and Executive Offices . . .~. Shell Bldg., St. Louis, Missouri 


Advertising Representatives, T. W. Farrell, 64 East Lake St., Chicago, W. J. 
Delaney, 9 Rockefeller Plaza, New York 

Washington Representative, R. Preston Shealey, Colorado Bldg., Washington, D. C. 

Entered as second-class matter at the Post Office at St. Louis, Mo., under the Act of March 3, 1879. 


Published Monthly. Subscription $2.00 a year, to members of the National Retail Credit 
Association only. Reproduction privileges of original material are hereby granted, 


provided usual credit is given. RAN D MS NALLY 
Copyright, 1942, by National Retail Credit Association. 
Paintep in THe U. S. A., sy BetHany Press. B U DG E T cou PO N BOOK Ss 


Please Mention The CREDIT WORLD When Writing to Advertisers 1 

















Saving enou eh 
_ ee 


Sa STEEL 
a to. pul AA i 


Pursuit Planes 








into the 
n> WOLL 


-/,. GSUARDSMAN 


“STEEL-SAVER” FILES 


HE SHARP STAB of war focuses the will and power 
Tee America on one word: VICTORY! We'll all make 
sacrifices, cheerfully, enthusiastically. But, through the 
ingenuity of Remington Rand researchers and designers, 
you need not sacrifice the steel files’ efficiency. 





The GUARDSMAN —“‘Steel-Saver” File—is constructed 
of wood—3-ply and 5-ply. It looks like a steel file and 
for durability, ease of operation, attractiveness, in all 
essential features, it is the equal of best grade steel files. 
And it costs no more! 


The GUARDSMAN—“Steel-Saver” File—has been de- 
signed for addition to existing steel file batteries—four 
drawer heights, letter or legal size. Standard finish is 
olive green—baked on! The exteriors can’t chip or crack. 
Hardware and drawer-pulls are a new, beautiful metal- 
like, strong plastic. 


GUARDSMAN drawers operate on a new type of ball 
bearing extension slides. Less effort is required to open 
or close these drawers than on any other file! Locking 
devices can be installed. 


Filing cabinets are essential to American VICTORY! 
You can’t operate without them! Here then is the ideal 
solution to conserving steel and increasing the efficiency 
of our all-out war drive. 


Write today for a free, fully illustrated catalog, that de- *The overwhelming, overnight popularity of the GUARDS- 
scribes construction, design, operating advantages and MAN—“‘Steel-Saver”’ File—has caused the step-up, many 
clerical efficiencies of the new GUARDSMAN —‘“Steel- fold, of our original production plans, releasing multi- 
Saver” File. Remington Rand Inc., Buffalo, New York. millions of pounds of steel for defense industries! 
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—Instalment Trading 
in England 


Under War Conditions 


Louis Monk 
Manager and Director, John Blundell Ltd., 
London, England 


O FAR AS CONTROL of instalment trading 

through legislation is concerned, there has been none 
during the war period. The only form of control that 
has come into effect during the last few years has been 
the Hire Purchase Act (1938). ‘This actually did very 
little in connection with control, but it did regularize 
Hire Purchase trading to some extent. I do not suggest 
that Hire Purchase trading is not controlled in any 
shape or form, because it is just as much, if not more, 
controlled through the various wartime Acts that have 
been passed in connection with the whole of the dis- 
tributive trade. 


It seems the intention of the Board of Trade, which 
is the government department handling the whole of 
trade generally, to control trading at source by the Quota 
Acts which allow manufacturers only a certain portion 
of their prewar output; by the Price of Goods Act 


which controls profits and keeps prices to fairly normal 
standards; by rationing, which deals with the distribution 
of the merchandise that is being sold; and by the new 
form of utility clothing and footwear which is now being 
put on the market and which standardizes the price of 
all forms of essential wearing apparel. 

We had a form of standardization in the last war, 
which not only standardized price, but also style and 
quality, and was unsatisfactory. The present form of 
standardization allows for variety, different grades of 
quality, pattern and style, and in effect the manufacturers 
will only have materials and raw goods released to them, 
of which the greater proportion can be used solely for 
utility wear. The expenses in connection with the han- 
dling of utility clothing will be cut very fine and the 
gross profits on the sale of this type of merchandise will 
be very much lower than that which is usual in trading. 
This means the public will be able to purchase reason- 
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This article, written exclusively for The 
CREDIT WORLD, at the request of your 
Editor, tells how credit executives in England 
faced the rapid changeover to credit granting 
under wartime conditions with their “chins 
up.” Mr. Monk is an authority on retail credit 
in England and a member of the N.R.C.A. He 
started as a canvasser 30 years ago and rapidly 
rose to the position he now holds with 


Blundell’s. 


Because they have been at war for a much 
longer period than we, it is felt that their ex- 
periences will be of great interest to credit 


granters of America generally. 
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* In those towns where bombing was heavy, we not only lost our 
collections, but, unfortunately, our customers as well. 


able goods which, in the case of the majority of people, 
will be on a par with those they usually purchased, and 
they will be at a much reduced rate. Those houses 
that refuse to handle utility merchandise will get very 
little other merchandise and the position will be that 
they either handle utility clothing, or go out of business. 


A free market for utility clothing will not be permitted, 
as rationing which is governed by the number of coupons 
allowed to each person, will still be in force. Even 
utility clothing can be purchased only in that quantity 
which your rations permit. I have no doubt that the 
details of the rationing scheme existing in this country 
are familiar to American business men, so you will see 
that although there is no legislative control of Hire 
Purchase and Instalment trading, there is a general 
control of all forms of customer trading. 


We have had two years’ experience trading under war 
conditions and we do know the reactions in connection 
with all phases of the war. At its outbreak, there was 
a considerable drop in sales owing to the uncertain future. 
Once our people recovered from the first shock, there was 
the other swing of the pendulum. The public assumed 
that there would be a general shortage of merchandise 
and because of this, there was not only normal spending 
but, if anything, overspending and even hoarding. This 
did not benefit the instalment trade as much as it did the 
cash trade, the reason being that the granting of credit 
had to be more selective than prewar. In addition to. this, 
the public, while prepared to overspend, were not pre- 
pared, nor did they desire, to enter into commitments 
which they could not see their way clear to uphold. 

At the outbreak of war, thére was also the question 
of unemployment through certain trades practically 
closing down. This position soon remedied itself and 
today there is no such thing in this country as unemploy- 
ment, but a serious shortage of labour for carrying on 
trade. There is even, as you know from your Press, 
a serious shortage of labour in connection with war pro- 
ductions. 
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The instalment trade improved or de- 
teriorated according to the geographical 
position of the organization in question. 
That is to say, in the South, particularly 
where the effects of bombing were felt to 
the greatest degree, it was not nearly as 
good as it was in the Midlands and in the 
North, and even in the South it was only 
the big towns which suffered seriously. 
One of the most gratifying features of our 
war experience has been the quickness in 
which the life of any big town which has 
been badly bombed, has returned to nor- 
mal. Stores that were wiped out have 
set up again in some sort of premises in 
the town, very often in the course of a few 
days. I know of one town where they 
have even built shacks in which to do their 
trading, but as we have not had any serious 
raids for some time, there is practically no 
effect on trade from the point of view of 
raids. The only difficulties are those 
caused by the restrictions of trade that the 
government has put into force. 

The instalment trade, being so vulnera- 
ble, obviously has to have self-imposed restrictions. To- 
day the position of the general public is entirely different 
from prewar. The history and circumstances of a prospec- 
tive customer were known and consequently an opinion 
formed as to the amount of credit which could be 
granted, but today, particularly among the labour classes 
and even the “white collar” section of the public, all 
forms of employment are mainly temporary and are 
governed by the length of the war. Thus the instalment 
trade had to decide whether to continue business by 
serving people whom normally they would be very ret- 
icent to serve, or close down their instalment side of 
the business. 


Credit During a War Cannot 
Be Completely Curtailed 


It may be said that instead of closing down that side of 
the business, they might at least have restricted the 
amount of credit granted to prospective customers, but 
in practice this could not be so, because all forms of 
merchandise are higher in price than they were before 
the war, and even if the customers were allowed to have 
the same volume of goods that they had previously, the 
amount of credit granted them would be greater. Against 
this, of course, terms are being obtained which are much 
higher than they were before the war. 

After the first few months of the war, those traders 
whose business was mainly or wholly Hire Purchase or 
Instalment, continued trading in the normal way; that 
is, they granted just as much credit as they did prior to 
the war. In fact, in many instalment houses, particularly 
in the Midlands and the North, their volume of business 
has considerably increased. 

Those organizations whose instalment or Hire Pur- 
chase business was merely a small section of their trading 
and was only a competitive service with the instalment 
houses, very quickly closed this department and traded 
only for cash. 

Because of the lack of merchandise, some sections of 
Hire Purchase business have practically closed. I am 

















referring particularly to motorcars, wireless and a num- 
ber of utility articles which, prior to the war, were dealt 
with mainly by utility companies such as electricity and 
gas companies which are usually Municipal controlled. 

There was a considerable drop in income at the out- 
break of the war, one of the chief reasons being the 
wholesale evacuation of women and children from several 
of the big towns. Because of this, contact was lost with 
these people and they developed into traces. 

The result of this extensive evacuation which occurred 
in a good number of our large towns, is that small towns, 
particularly those with populations up to 100,000, have 
greatly benefited. The position in these towns is that 
the populations today have doubled and, in some cases, 
trebled, and trade generally is booming. But it is the 
cash businesses that have gained, mainly because the 
evacuees have no desire to open credit accounts and even 
if they wanted to, the small towns have no facilities. 


At the Beginning, Many People 
Declared a Moratorium on Their Debts 

There was also a substantial fall in income because 
a large number of people declared a personal moratorium 
and refused to pay any debts whatsoever. It was not 
unusual during the first few months of the war, for 
people to even decline to pay their rent. This position, 
however, remedied itself after a time and the general 
trend was for people to not only pay what they owed 
but, in the case of instalment trading, to settle arrears. 

At the present time, not only is there practically no 
unemployment, but earnings, particularly of the poorer- 
paid sections of the working people, and the younger 
members, both male and female, have jumped consider- 
ably. In addition to this, and most important in our 
business, is the continuity of earnings. 

At the commencement of war, the problem of collect- 
ing our accounts and of the re-serving of those persons 
who had to join the forces, was a big one. Generally 
speaking, the incomes of those joining the forces were 
greatly reduced and because of this, repayment was sus- 
pended, and following this, there was the stopping of 
the re-serving of this type of account. 
After a while, however, it was found that 
there was some rearrangement in the 
household whereby younger members of 
the family earned considerably more 
money; that the wives of those men who 
joined up went into some form of employ- 
ment, and today, the fact that a man is 
in the services, or is likely to be called up 
in the near future, is no bar to the family 
being granted credit. 

The main guide by which instalment 
traders now grant credit is that of previous 
experience of the account and the character 
and background of the prospective cus- 
tomer. If our past experience of the ac- 
count is satisfactory, or if we have had 
no previous experience but upon investiga- 
tion we find that the character and back- 
ground are satisfactory, credit is granted. 
If the only apparent income of the cus- 
tomer is that granted by the government, 
then substantial down payments and re- 
payments are requested. If there is other 





income besides that of a government allowance, then 
the account is served in the normal way. 

There does not appear to be any policy in connection 
with credit granting for the future or post-war period. 
There will undoubtedly be a tremendous changeover of 
the general circumstances of the public, but the policy 
today appears to be that of dealing with our difficulties 
as they exist and as they arise. Unfortunately, we have 
not in this country a Retail Credit Association as strong 
and universal as you have in America. In fact, the bigger 
instalment organizations have very little to do with 
Credit Associations. 

Instalment traders, in a good many instances, suffered a 
heavy loss from “skips,” but it was not a recurring loss. 
It was a case of marking off as bad debts those accounts 
which could not be traced or of treating them as “frozen” 
assets, but with transactions effected after the beginning 
of the war we find the collections very satisfactory. The 
exception was in those towns where bombing was heavy 
and where, in many instances, we not only lost our col- 
lections but unfortunately our customers as well. 

The position existed to a serious extent during the 
heavy blitzing which occurred in the latter part of 1940 
and the beginning of 1941. Here again, the only thing 
we could possibly do with these accounts was to treat 
them as bad debts. 

Where the goods were hard goods and were sold on 
some form of Hire Purchase Agreement, a form of in- 
surance was effected with the government which worked 
out roughly that we were compensated to 50 per cent of 
the balance of the account. This allowance was paid to 
us by the government, but we have to pay them a pre- 
mium of 30/—d. per cent per annum on all amounts out- 
standing on Hire Purchase Contracts and, as you readily 
realize, this amounts to a substantial sum and is an 
added cost to the business. This form of insurance 
known as Goods and Chattels Insurance is in addition 
to the insurance which we carry on stock, termed War 
Risks Commodity Insurance for which we pay 7/6d. 
per cent per month on all stock held on our premises. 


(Turn to “Instalment Trading in England,” page 30.) 


* One of the most gratifying features of our war experience has been 
the quickness in which the life of any big town which has been bombed 
has returned to normal. 






























Trends and Prospects for 





INCE THE MIDDLE 
S OF AUGUST, 1941, it 
has become necessary to dis- 
tinguish two different types of 
consumer credit control. One 
of these types of control has 
been traditionally exercised by 
the states. The other has just been initiated by the fed- 
eral government. But the real difference between these 
two types of control lies in their objectives, rather than 
in the agencies of government that impose them. 

The controls exercised by the states have been di- 
rected toward social objectives—toward the protection 
of small debtors and their dependents—against harsh 
contracts, against fraud, and against abusive collection 
practices. Controls of this nature are age-old. Traces 
of them can be found in the taboos of primitive so- 
cieties, and in the common and statutory law of the 
earliest civilizations. And, today, every modern nation 
has found it necessary to establish some sort of rules for 
the protection of debtors. 

The control of consumer credit recently initiated by 
the federal government is directed, on the other hand, 
toward economic objectives. Its purpose is to exercise an 
influence upon the demand for goods and upon the flow 
of incomes. This function, like the control of the volume 
of bank credit, falls naturally within the scope of the 
federal government. In fact, it could be undertaken suc- 
cessfully only by the federal government. 

This type of consumer credit control is something new. 
It has no historical precedent. —TThe German economics 
ministry has tried to get German workers to make instal- 
ment payments now for automobiles that are to be de- 
livered when the war is over. But strictly speaking, the 
United States was the first country to use the control 
of consumer credit as an economic weapon. Canada, 
following rather closely the lead of this country, estab- 
lished similar controls. 

If we are to arrive at any conclusion concerning future 
control of consumer _—- an instrument of economic 
policy, it seems necessary “first to examine rather care- 
fully its underlying philosophy. This philosophy is based 
on two fundamental observations. 

The first is that de- 
mand for relatively ex- 
pensive consumers’ du- 
rable goods depends 
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The consumer credit structure, like Humpty Dumpty, has 
plenty of room to tighten its belt. But once destroyed, all 
the King’s horses will be unable to put it together again. 


Consumer Credit Control 


nr. Rolf Nugent 


Director, Department of Consumer Credit Studies, 
Russell Sage Foundation, New York, N. Y. 


partly upon the credit terms offered to instalment pur- 


chasers. One of the controlling factors is the down pay- 
ment. Obviously the number of potential buyers willing 
and able to make a down payment of 10 per cent is larger 
than the number willing to pay 25 per cent down. The 
maturity of the contract is another important factor. The 
length of the period over which debts can be liquidated 
determines the maximum credit capacity of individual 
consumers. For instance, if I can spare $25.00 a month 
from my current income for the liquidation of instalment 
accounts, my credit capacity is $750.00 if the period of 
payment is 30 months, $450.00 if the period of payment 
is 18 months, and $250.00 if the period of payment is 
10 months. 


The second underlying observation is that an expan- 
sion of consumer credit increases incomes and a contrac- 
tion of consumer credit reduces incomes. We have known 
for some time that consumer credit tends nowadays to 
fluctuate directly with incomes. When incomes are ris- 
ing, there is a rise of sales of things that are customarily 
sold on instalment credit; consumers are willing to make 
commitments for the future; and credit granting agencies 
are liberal in their terms and in their appraisals of credit 
worth. When incomes are falling, sales of durable goods 
drop; consumers avoid additional commitments; and 
creditors appraise more carefully their credit risks. But 
it was not until the last few years that there has been 
general acceptance of the fact that the expansion of con- 
sumer credit (which naturally accompanies a rise in in- 
comes) contributes in itself to a further increase of in- 
comes, and that the liquidation of consumer credit that 
naturally accompanies a fall in incomes contributes in 
itself to a further decline in incomes. 

The prime importance of these observations to the 
current situation can readily be demonstrated. In the 
first place, many articles which are commonly sold on 
instalment credit terms compete very heavily with de- 
fense weapons for scarce materials. Automobiles, refrig- 
erators, washing machines, gas and electric ranges, and 
other mechanical household gadgets absorb tremendous 
quantities of steel, nickel, copper, brass, aluminum and 
other materials which are essential to the production of 
armaments, During the past few years about 35 per cent 
of the total production 
of steel and similar 
percentages of the 
total production of cop- 
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per and nickel have been used in the manufacture of con- 
sumers’ durable goods. The overload upon the indus- 
tries producing these materials during the first half of 
1941 appears to have been due almost as much to the 
expansion of production of consumers’ durable goods as 
to the expansion of production of military weapons. 

It has frequently been said that this situation can and 
should be solved by priorities—by giving defense indus- 
tries first claim on scarce materials and allocating the 
remainder to civilian production. This, of course, is al- 
ready being done by the War Productions Board. But 
the establishment of priorities solves only half the prob- 
lem. It limits production of civilian goods without chang- 
ing the demand for these goods, and unless consumer 
demand can be reduced by other means, price distortions 
are unavoidable. In some instances, tightening of down 
payments and maturities for instalment sales may produce 
the necessary reduction of demand. In other instances 
such restrictions will be helpful even though they must 
be supplemented by other methods of reducing demand. 

In the second place, the threat of inflation is already 
looming on the horizon. We are currently spending about 
one and a half billion dollars a month, about one-fifth 
of our total national income, for defense. Armament ex- 
penditures create additional incomes without adding to the 
supply of goods for which these incomes will be spent. 
Taxes and savings, of course, operate to reduce the flow 
of incomes. But there are substantial difficulties in in- 
creasing taxes and savings as rapidly as defense expendi- 
tures are increased. Consequently, the possibility of using 
a contraction of consumer credit as a supplementary 
weapon against inflation is exceedingly attractive to those 
responsible for preventing run-away prices. 


Effect of Regulation W 


Our brief experience with Regulation W _ indicates 
that even the relatively mild restrictions which it imposes 
have had a substantial effect. Accurate measurements are 
impossible, but the available figures suggest that sales of 
major household appliances have been cut to below the 
1940 level after running approximately 40 per cent above; 
that furniture sales have been cut about 20 per cent; 
and that the new volume of cash loans has been reduced 
substantially, perhaps by as much as 20 per cent. 

The indirect effects of these restrictions have prob- 
ably been as significant as the direct effects. The de- 
cline in the volume of instalment sales and cash loans 
and their more rapid liquidation is reducing the outstand- 
ing amount of consumer credit. The expansion of con- 
sumer credit, which was at a rate of about 1.2 billion dol- 
lars a year before September 1, 1941, has been turned 
into liquidation at a rate which probably exceeds one 
billion dollars a year. The deflationary effects of this 
change are as great as if taxes had been increased by 2.2 
billion dollars. Even when compared with the astro- 
nomical figures in which federal budgets are now reck- 
oned, this sum is substantial. 


: With the further rise in defense expenditures that is 
- scheduled during the coming year, the need for additional 
deflationary pressures can be expected to increase. Un- 
Semmel@ss there are changes in the world political situation that 


cannot now’ be foreseen, further restriction of consumer 
credit can be confidently expected. It seems likely not 
only that present restrictions will have to be tightened, 


but also that the area of restriction will have to be 
broadened. 

Control of consumer credit will prove to be exceed- 
ingly useful in the present national emergency, both as a 
means of diverting consumer demand from goods that 
compete with armaments and as an anti-inflationary 
weapon. Whatever can be done now in the direction of 
creating a backlog of demand for consumers’ durable 
goods and getting consumers on a cash basis will pay big 
dividends in the difficult period of readjustment that 
must inevitably follow stoppage of defense spending. 
Nevertheless, the control of consumer credit has certain 
limitations which must be recognized. 


Restraint on Consumer Credit 
Disrupts Business Practices 

Any restraint upon consumer credit is in some degree 
disruptive to business practices—in some degree an in- 
vasion of the private rights of the consumers. In the 
final analysis the practicability of the whole scheme of 
control is dependent upon the general willingness of 
credit granters and consumers to accept the regulations 
and to comply with them. Of these two groups, con- 
sumers are likely to become the more cantankerous. 

Clarity and ready intelligibility are essential conditions 
to the success of the regulation. The point of contact 
between the regulatory authority and the consumer is the 
salesman, interviewer, teller, or office manager of the 
credit granting agency with which he deals. Unless the 
regulation can be easily understood by these men on the 
firing line, unless its requirements are rational and prop- 
erly related to the realities of various types of credit trans- 
actions, and unless its objectives are self-evident or ex- 
plainable in simple language, interpretations to the con- 
sumer will be badly done and resistance can be expected. 

Restrictions must be imposed gradually after careful 
examination of their effect upon credit granting agencies 
and consumers. Sudden violent disruptions of business 
practices or of consumers’ habits must be avoided. It is 
comparatively easy to restrict instalment credit in the 
areas in which demand is postponable and where pur- 
chases of goods can be foregone without too great sacri- 
fices on the part of the consumer. It is more difficult to 
restrict credits that have an element of compulsion, such 
as credits to finance purchases of necessities or essential 
services or to refinance harassing debts. 


Existing Consumer Credit Structure 
Must Be Preserved 

Even in the area where restrictions would cause little 
hardship to consumers, it seems desirable to move cau- 
tiously in order to preserve the existing consumer credit 
structure. When defénse spending stops, the services of 
consumer credit agencies, and particularly of sales finance 
companies, will be necessary to turn on the spigot of 
pent-up demand. The consumer credit structure, like 
Humpty Dumpty, has plenty of room to tighten its belt. 
But once destroyed, all the King’s horses will be unable 
to put it together again. 

The legal authority for federal control of consumer 
credit is an Executive Order issued under the emergency 
powers granted the President in the Trading-with-the- 
Enemy Act. The powers presently exercised by the Fed- 
eral Reserve Board under this Order will die when the 


(Turn to “Trends and Prospects,’”’ page 21.) 
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Wartime Convention Preview 


Thirtieth Annual Conference and Credit Sales Forum 
June 15-18, 1942, The Roosevelt Hotel, New Orleans, La. 


STANLEY W. KEMP 
General Convention Chairman 
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HE 30TH ANNUAL CONFERENCE and 

Credit Sales Forum to be held in New Orleans, 
June 15-18, 1942, increases in importance daily. Each 
day word is received emphasizing the need for conven- 
tions, such as our National Retail Credit Association’s 
annual meeting, during wartimes. 

The meetings held during the first World War im- 
pressed everyone with their value and importance. Those 
attending the conventions held in 1917 and 1918 bene- 
fited materially through the interchange of ideas on prob- 
lems brought about by the war and post-war conditions 
and were amply repaid in many ways for the time and 
money spent in attending these meetings. 

The program for the meeting to be held in New 
Orleans this year will be based on the theme “Credit in 
Wartime.” The war our country is now waging has 
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@A view of Royal Street, in the Vieux Carre (French Quarter) 
of New Orleans. Like all other streets in the Vieux Carre, 
except one, it is 38 feet wide. On each side of it are buildings 
of Spanish and French architecture. Balconies are trimmed 
with laceworks of iron. This section is noted for its distinct 
Latin atmosphere. Royal Street is now the center of the famous 
antique shops of New Orleans. 
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brought many new problems in retail credit, and condi- 
tions are changing from day to day. The various situa- 
tions with which we are faced can best be met if full 
advantage is taken of all opportunities to meet and dis- 
cuss our problems with those engaged and interested in 
retail credit. The group meetings held Tuesday, Wednes- 
day, and Thursday afternoons offer a splendid opportunity 
to delegates for the discussion of mutual problems. 

The New Orleans Convention Committee is leaving 
nothing undone to make this year’s meeting an outstand- 
ing success. We realize the war has added to the impor- 
tance of this meeting and that its value has increased 
considerably. We are working closely with the Na- 
tional Office in all arrangements and have no hesitancy 
in saying that those in attendance will reap handsome 
dividends. 

The Roosevelt Hotel, Convention headquarters, is cen- 
trally located in the business section of New Orleans. 
It is also convenient to places of amusement and enter- 
tainment. The famous Vieux Carre is just across Canal 
Street, half a block away. Restaurants noted for their 
cuisine and old world atmosphere are nearby. 


New Orleans an Ideal City 
To Hold a Convention 


The meeting rooms furnished by the hotel are roomy, 
air-conditioned and are in convenient locations quickly 
accessible. The Roosevelt handles most of the conven- 
tions coming to New Orleans and through its experi- 
enced personnel is well able to assure everyone its 
part in our convention will be carried out to the utmost 
satisfaction. 


A recent bulletin issued by the New Orleans Associa- 
tion of Commerce indicates that New Orleans will have 
the greatest summer convention season in its history this 
year. A later bulletin indicates New Orleans is fast 
becoming a summer tourist center and that June and 
July percentage increases are the highest. These state- 
ments are made to offset a misconception of the June 
weather in New Orleans. In reality it is delightful. 


The Retail Credit Association of New Orleans is look- 
ing forward with pleasure to next June when it will 
have the opportunity to play an important part in a 
field of work especially vital now to the welfare of our 
country—retail credit. You can accept our invitation 
to come to New Orleans with the assurance that you 
will receive a wholehearted welcome, that your time will 
be profitably spent, and that New Orleans will more than 
fulfill your expectations as to the hospitality for which 
it is famous. 





























New Membership Progress 


~« Membership Prizes ~=<e Cash Prizes ~~ 
25,000 Club ~~ 
Club ~«~ New National Members by Cities ~~ 


Trophies =< 


Membership Prizes 


FOR MEMBERSHIP WORK during the fiscal year 
ending May 31, 1942, we offer the following prizes to be 
awarded at the New Orleans Convention next June: 


Cash Prizes 


Seven cash prizes of $25.00 each: 


1. To the local chairman in a city of under 50,000 
population reporting the greatest number of new Na- 
tional members. 

2. To the local chairman in a city of 50,000 to 100,000 
reporting the greatest number of new members. 


3. To the local chairman in a city of 100,000 to 500,- 
000 reporting the greatest number of new members. 

4. To the local chairman in a city of over 500,000 
reporting the greatest number of new members. 

5. To the State Chairman reporting the greatest num- 
ber of new members. 


6. To the Bureau Manager making the best member- 
ship showing. 

7. To the Credit Manager making the best member- 
ship showing. 

Trophies 

Trophies will be awarded: 

1. To the largest local association in proportion to 
population. 

2. To the largest association organized during the year 
ending May 31, 1942. 

3. To the local association whose delegates travel the 
greatest aggregate mileage to attend the New Orleans 
Convention. 


25,000 Club 


A new club has been organized by the National Retail 
Credit Association to increase National membership. It 
is known as the “25,000 Club.” To become a member 
it is necessary to personally secure three applications for 
membership in the National, prior to May 31, 1942. For 
full details, see page 15 of this issue of The Crepir 
Wor.p. Be a 25,000 Club booster and keep the Na- 
tional growing. 

“M.G.M.” Club 


An “M.G.M.” Club (member get a member) was 
organized in Nashville, Tennessee, last year, for the pur- 
pose of securing new Local and National members. To 
learn how Nashville’s Club operates and how they se- 
cured 130 new Local and National members during the 
past 12 months, turn to page 20 of this issue. Why not 
start a club of this kind in your city? 






“M. G. M.” 


Get a New Member 


New National Members 
Wichita, Pittsburgh, New York City and Philadelphia, 


led the nation in our annual membership campaign, in 
the order given below. Nyack, N. Y., was the first new 
National Unit organized during the past year. Their 
applications were submitted at the National Conven- 
tion in New York City, last June. Columbus, Ga., was 
the second new National Unit organized during the year. 
Local units reporting ten or more new National mem- 
bers from the period of June 1, 1941 to February 25, 
1942, are: 
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*New National Units 


New Members by Districts 
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Aline E. Hower 


ETTERS AND MORE LETTERS and more 

fp letters,” said Lieutenant Douglas Fairbanks, Jr., 
U.S.N., on behalf of the boys in military service. 

“Send many short letters—not an occasional long one.” 

Reports from the camps say that mail call produces 
greater interest than mess call! Are our boys in the 
service much cherished and admired? They’re the finest, 
cleanest, brightest ever! Let’s say it with letters—cheer- 
ful, approving, friendly letters. 

This is serious business—this war! Contrary to the 
sensational news accounts of waste in our nation’s capital, 
come reports of thousands of earnest office workers who 
are so busy that they have meals brought to their desks 
atid work long after regular hours. 

You and I can do our part, too. Perhaps we cannot 
immediately adopt all of the ideas in the following list, 
but we can observe many from now on: 

. Use stickers to increase collections (see illustration No. 3). 
. Return surplus supplies in desk drawers and files to stock. 
. Use staples instead of clips or pins. 

. Remove clips before filing or discarding papers. 


. Do not leave lights on unnecessarily. 


. Eliminate duplicate or extra copies of letters whenever 
possible. 


-. Do not use forms for scratch paper. 
. Use the small size scratch paper whenever possible. 


Selling Out — 


these two splendid books 


RETAIL CREDIT PRACTICE 


and 


CREDIT DEPARTMENT SALESMANSHIP 


Both by 


JOHN T. BARTLETT and 
CHARLES M. REED 


Aur wON- 


con 


We purchased the balance of publisher’s 
stock on them and as long as the supply 
lasts will sell each at the low price of $1.00 
a copy, plus postage. Originally priced at 
$4.00 and $3.50, they contain much valuable 
information on the basic principles of retail 
credit practice and credit department pro- 
cedure. 


Add them to your library of credit texts 
Order from 








NATIONAL RETAIL CREDIT ASSOCIATION 


SHELL BUILDING ST. LOUIS, MO. 
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9. Clean pen points for longer life. 

10. Eliminate the use of rubber bands. 

11. Confine letters to one page whenever possible by stating 
your message concisely. 


12. Reduce typing errors to save paper, carbon paper and 
time. 

13. Erase and correct errors in typing rather than retype. 

14. Check files and destroy unnecessary material. Steel files 
will be impossible to get. 

15. Do not use files for storage of supplies. 

16. Offer suggestions for the elimination of office forms or 
the reduction in size or reduction in the number of 
copies in the set. 

17. Exercise care in the use of envelopes. 


18. Exercise care in the use of office machines and keep 
covered at night. 


19. Wherever practical write your reply on the letter received. 
Also use “put it in writing” forms. 

20. Reduce size of margin on letters. 

21. Guard your health to reduce time off due to sickness. 


This Month’s Illustrations » > 


A personal letter! That’s what Illustration No. 1 
really is, or so it clearly seems. It is either a pen-and- 
ink, handwritten letter, or about the best processing 
I’ve seen. Cain-Sloan Company of Nashville, Tenn., 
Mr. H. L. Reagan, Credit Manager, is responsible for 
this credit sales letter. It is splendidly constructed and 
worded from start to finish. 

Illustration No. 2, signed by Mr. Ross M. Carrell, 
President, Thrift Acceptance Corporation, Des Moines, 
gives an attention-getting opening, a strong appeal in 
referring to the customer’s credit record, and a clear 
definite request for payment. Further, it is brief. 
Reasonably brief collection letters, which tell their story 
completely, have recently won out over longer ones in a 
year’s survey of collection returns by a large organiza- 
tion. 

Illustration No. 3 is a brand new, red, white, and blue 
sticker designed for you by your National Office. The 
wording is action-impelling, as well as the appearance 
attention-getting. Stickers on statements and notices 
are another patriotic action. Why? Because they bring 
in the money, as reported by every credit manager with 
whom I have discussed his own use of them. Further, 
they really conserve paper, labor, time, and mental 
effort. Most of all, busy executives need to conserve 
time. Try out this red, white, and blue sticker on 
some of your statements or notices and let us know 
your results. The price is only $2.00 a thousand. (See 
advertisement on back cover.) 

Illustration No. 4 is a printed notice on pink paper 
stock. McFarlane Fuel & Stoker Company has done an 
effective piece of work on this. It is well worded and 
arranged in every detail. ; 

Illustration No. 5 comes from the source of many 
splendidly worded and result-pulling collection letters, 
Socony-Vacuum Oil Company. The wording is friendly 
and appealing. ‘The heading invites attention. The 
notice is on blue paper stock. 

Illustration No. 6, also printed on blue paper, is well 
worded and neat. It has done an effective job for 


Standard Furniture Co., Salt Lake City, Utah. 
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Credit 
Department 
‘OUR ACCOUNT: ns 
| HERE IS A RECORD OF YOUR ACCOU! pate_ January 25,  ? 
+r al | 
| ; ! : ICP y Your prompt payment is solicited in the same friendly manoer 
H RIk T AGGE PTAN GE GORPO RATION (4) as is your patronage. -- Both are essential to our success. 
— ee i Arthur McFarlane, Pres.-Mgr 
ON aR at et Ray R. McParlane, Sec.-Treas. 
Des Mores, lowa wow ous | ave —Doare yo pave | TOTAL AmouNT 
Pas’ OVE Past OVE Past OVE Past OVE ove 
. ] | 
$16.23 | $9.67 | $3,32 $1456 | $30,78 
| McFARLANE 
(2) March 5, 192 | Fuel & Stoker Co. _—_Mre Henry J. Dunn —— Treat 
| 271 South State Se. Your Credi 
| 7 Cet 45680 4362 Legal Avenue ___ i = 
| Dial 4-5639 St. Charles, Mo. al Sacred Trust 
Credit Terms— 
Net 30 Days CREDIT -- “MAN’S CONFIDENCE IN MAN 
Mr. John Credit 
1523 State Street 
pee A second fui reminder 
Dear Mr. Credit: 
You can't sell it for a cent, but your good credit 
record is like money in the Conte just — seme, We . — reminder of your past due account hos not met with 
kmow you realize this. The amount shown here is for the two previous months’ purchases 
You've probably just forgotten about the $10.00 past May we please have your check? 
due on your account with us. Your check for this SOCONY-VACUUM OIL COMPANY 
amount in the enclosed envelope will make everything ait wine 
all right. Thanks a lot. THE AMOUNT [5 
PS Mr, George M. Watson, $57.67 
| Yours very truly 5476 Hendricks Drive, 
| Apt. 9, 
2, tsonville, Tenn. 
Kaw ’ Carrele ” > 
ROSS M. CARRELL 
President 
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Enc-envelope 
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~~" STANDARD FURNITURE COMPANY 


“The House of Quality” 
7 to 15 South Main Street 
SALT LAKE CITY, UTAH 
A gentle reminder that you promised to make a payment at this 


time. It will be most welcome. 


STANDARD FURNITURE CO. 
Collection Department—X 
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Lertainties 
In an 
Unpredictable Year 


Wm. Hoffman 


Credit Manager, The Stearn Co., Cleveland, Ohio 


LL OF US ARE NOW in the front lines, and as 
Fe privates in our fields of endeavor, should be 
greatly interested in the question of conservation and in 
assisting to stabilize our respective businesses. 

At this time, when everyone is employed and com- 
manding super-salaries, vast numbers of charge accounts 
have been opened, many carrying substantial balances, 
and in some cases, credit has been extended beyond the 
person’s ability to pay. To curb this situation, we must 
use our sixth sense, intuition, together with foresight in 
the judicious control of credit extension. This is most 
essential now if we are to practice sound credit policies. 

Today we are apprehensive as to an apparent infla- 
tionary trend. Living costs are mounting, notwithstand- 
ing the fact that the government is endeavoring to freeze 
the price on many commodities. With rationing, pricing, 
and taxing, it will require intelligent and democratic 
planning and budgeting to cope with the situation. We 
must conserve as we have never done before, inasmuch 
as economy is the paramount 
watchword at this time. 

The compulsory distribution 


THESE WOMEN 


are searching out the few certainties that remain. What 
may these certainties be? Shall the retailer be given an 
opportunity to raise his voice and to broadcast efforts 
that are being made as to his responsibilities in this 
time of crisis? Shall the new year promise a new kind 
of consumer? Shall we tighten up in our credit exten- 
sion? Shall we be more strict in our collection pro- 
cedure? These and many more problems we must solve. 
More revenue must be secured to combat the ever in- 
creasing tax, if our stores are to operate on a profitable 
basis. At this time, serious consideration should be given 
to ways and means of reducing expenses. The following 
are a few suggestions: 
1. Eliminate discriminatory discounts, such as clergy, 
fraternal organizations, schoolteachers, dressmakers, 
and the like. 
. Reduce excessive merchandise returns. 
Reduce requests for merchandise sent on approval. 
Encourage, through the sales force, more takewiths. 
5. Charge for deliveries under 
a certain specified amount. 


fw 


—By D'Alessio 








of earnings in the form of in- 
come, excess profit and other 
taxes which we pay, has taken 
the wind out of our sails. We 
find in the final analysis that 
incomes have been substantially 
reduced when these items are 
considered. In most cases, no 
reserve has been accumulated 
for such contingencies, and 
many taxpayers will not rec- 
ognize their liability until time 
of payment. 

As a nation known as great 
wasters, people devoted to 
frills, we must now get along 
with simpler and plainer things 
and this adjustment will not 
be too easy. 

This will be an unpredict- 
able year. Major businesses 











6. No deliveries under a cer- 
tain specified amount. 

7. Assemble in shipping room 

‘ all packages for the same 
person, if outside delivery 
is used, and send as one 
parcel. 





8. Outside delivery company 
for delivery of all packages 
beyond a fixed limit. 

9. Use less paper and twine 
to wrap parcels, particu- 
larly takewith parcels 
which require less paper. 

10. Bags or wrapping paper in 
lieu of boxes. 

11. One-piece folding box for 
better dresses. 

12. General discouragement of 
C.O.D. transactions. 








will be in vast production for 
war as we face this most un- 
certain period. Smart retailers 
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“‘Bobbie, run see who's at the front door and tell them 
we sent a check this morning.’’ 14 


—Courtesy, St. Lowis Globe-Democrat 


13. Discourage gift wrapping 
which is costly. 

. Restriction in donations 
and good will advertising. 

















15. More substantial down payments on Will Calls. 


16. Charge for the cashing of checks, this not to apply 


to checks cashed in connection with purchase of 
merchandise. 


17. Charge interest on past due balances, which most 
of us are doing, on accounts receivable. 


18. Unnecessary statistical reports should be eliminated. 
We all make many reports disclosing certain informa- 
tion which may now be unimportant. Some of these 
reports are of little or no value, inasmuch as the 
management does not pay a great deal of attention, 
if any, to them, and therefore, it becomes a matter 


of routine and expense in compiling such informa- 
tion. 


While we, as credit men, may have no direct jurisdic- 
tion to put any of these suggestions into practice, we can, 
however, be indirectly instrumental in encouraging and 
urging their adoption. 


Credit Sales Promotion 


There are many ways to increase charge business: By 
mail, sending messages that radiate good will and friend- 
ship; newspaper; radio and mail solicitation; and reviv- 
ing inactive accounts. New accounts are always desir- 
able, but even more desirable are those accounts that have 
proved satisfactory in the past, as old friends are best. 
Desirable lists of prospective charge accounts may be 
obtained from your cash, C.O.D. and Will Call sales 
slips and delivery records. Names of newcomers to the 
city may be purchased from your local credit bureau. 
All of these are good mediums from which to secure 
new business. Remember, it cost plenty of money for 
advertising, personal solicitation and other mediums to 
procure those accounts you now have on your books. 
Why not try to retain them? 

Charge accounts are the blood stream of retail business, 
as about 50 per cent of sales represent charge trans- 
actions. Consumers usually have more than one credit 
account; therefore, the store that gives them the best 
service, sells merchandise at the most popular prices and 
extends polite and courteous treatment is most likely to 
receive the major portion of trade. 

Today, the unemployment situation of our customers 
does not concern us a great deal, as we know that people 
who are desirous of securing work can find it. The 
problems which confront us, however, are: How long will 
this employment last? Are we being too elastic in the 
extension of credit? Are we permitting too long payment 
terms? Are we too eager to increase charge sales at the 
apparent sacrifice of our accounts receivable? 

It is no secret among credit men that the customer’s 
wishes, as to payment terms, are accepted within bounds. 
We all have the thirty-sixty-ninety-day account, budget 
account, and the fur coat budget account, on which the 
limit in terms is allowed. Credit will continue to be 
extended on the above-mentioned basis today and to- 
morrow, but we must be aware of the tomorrow, when 
the break comes, as many of the people will be owing 
Tom, Dick, and Harry, and the butcher, the baker, 
and the candlestick maker. With no definite or assured 
source of income, something must happen. The courts 
probably will be the only relief; trusteeship, which is 
the first step to bankruptcy with usually no assets. 





Sales and Collection Trends 


January, 1942, vs. January, 1941 


Compiled by Research Division, National Retail 
Credit Association 


Arthur H. Hert, Research Director 
REDIT SALES increased 5.7 per cent during 


January ; total sales 16.2 per cent; and collections 
3.1 per cent, in the United States and Canada, as 
compared with January, 1941. Credit and total sales 
were greatly stimulated by increased employment and 
greater spending due to anticipated shortages in vari- 
ous lines of retail trade. 
Highlights of the monthly analysis are shown in the 
tables below: 





Highlights for January 
41 Cities reporting. 
12,932 Retail stores represented. 


COLLECTIONS 
33 Cities reported increases. 
3.1% Was the average increase for all cities. 
21.0% Was the greatest increase (Toledo, Ohio). 
2 Cities reported no change. 
6 Cities reported decreases. 


4.3% Was the greatest decrease (San Antonio, 
Texas). 


CREDIT SALES 
26 Cities reported increases. 

5.7% Was the average increase for all cities. 
54.0% Was the greatest increase (Toledo, Ohio). 
1 City reported no change (Ada, Okla.). 

14 Cities reported decreases. 


13.0% Was the greatest decrease (El Paso, 
Texas). 


TOTAL SALES 
35 Cities reported increases. 

16.2% Was the average increase for all cities. 
57.0% Was the greatest increase (Toledo, Ohio). 
1 City reported no change (Ada, Okla.). 

5 Cities reported decreases. 
5.0% Was the greatest decrease (Cheyenne, 
Wyo.). 
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| Credit School 
Textbooks 


RETAIL CREDIT FUNDAMENTALS 


By DR. CLYDE WILLIAM PHELPS 


University of Chattanooga, Chattanooga, Tennessee 


STREAMLINED LETTERS 


By WALDO J. MARRA 


Correspondence Director, Bank of America, San Francisco, California 


® They have been prepared expressly and exclusively for members of the 
National Retail Credit Association. 


® The style of writing is simple, straightforward, and easy to understand. 
They avoid involved, technical language and academic phraseology. 


® They have carefully prepared indexes which make them especially valu- 
able for ready reference purposes. 








® The effort throughout each is to explain the “reason why” rather than to 
merely tell what is done and how. 


® They have been read by the Educational Committee, thereby assuring them 
to be the expression of the best modern thought. 


® Over 13,000 of these books have been used in 161 Credit Schools in the 
United States and Canada during the past three years. 


The price of Retail Credit Fundamentals is $2.25 and Streamlined 
Letters, $2.50. This special price applies when 25 or more of each 
book are ordered for Credit School purposes. Single copies, $4.00 
| each. Fill out the coupon below for your approval copy. No obliga- 








tion of course. 


maATL THIS couPOnN TODAY 


NATIONAL RETAIL CREDIT ASSOCIATION 
Shell Building, St. Louis, Missouri 
Please send me on approval one copy of Retail Credit Fundamentals and one copy of Streamlined Letters. 


If a Credit School is organized in my city, either or both copies are to be counted in our first order. Other- 
wise, I will remit $4.00 for each book retained by me. 
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Editor 


“In this increasingly difficult period for credit bureaus, the 
editorial ‘Your Credit Bureau and the Emergency’ appearing 
in the February Crepir Wor LD, is most timely. Revolutionary 
changes in business conditions are inevitably affecting credit 
bureau operations. Careful study and cheerful cooperation are 
required to enable bureaus to maintain efficient service. Your 
editorial is heartening, encouraging and morale bolstering.”— 
Max Meyer, Manager, Nebraska Credit Co., Lincoln, Neb. 

e &-s 
“I did not receive The CREDIT WORLD for 
January and would appreciate your sending me a 
copy. I have found this magazine very interesting 
and useful in my store.”—Jack E. Kostick, President, 
Young’s Furniture Co., West Lynn, Mass. 
S - . 

“Thank you very much for the booklet of convention addresses 
which you sent me recently. I am looking forward with con- 
siderable interest to reading all of them as I know from experi- 
ence that the addresses delivered at the National Convention 
each year are usually full of interesting information and 
valuable practical material..—R. E. Baylis, Toronto, Ont., 
Canada. 
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“The National Association has come a long way 
during the past twenty-five years, and I wish to con- 
gratulate you as its leader in the numerous activities 
and good which it has accomplished in the retail field 
of business.”—C. L. Edwards, Secretary and 
Treasurer, The Crosby Bros. Co., Topeka, Kansas: 

x * * 

“Just finished reading the editorial ‘Your Credit Bureau and 
the Emergency.’ This is splendidly written and I feel confident 
that it will have the desired effect. I am sure the spirit of 
cooperation shown by your office will be much appreciated by 
the bureaus in the United States.”—Floyd J. Habein, Manager, 
The Credit Bureau, Muncie, Ind. 

x * 

“We have used the letters furnished in the mem- 
bership kit and results have been excellent. Please 
send 100 collection letters No. 1 and 50 No. 2.”— 
Dan Tuck, Credit Manager, Reitler Clothing Co., 
Beloit, Wis. 

ae Ne 


“Congratulations on the January, 1942 issue of The Crepir 
Wor.p. The front page is excellent and as you go through the 
issue the entire publication stacks up like a million dollars. 
Yours for more of this during 1942.”—-W. H. Gray, Secretary, 
The Cleveland Retail Credit Mens Company, Cleveland, Ohio. 

xk ke ot 


“Please send us at once, one thousand of the “All 
American” sticker as illustrated in the February 
CREDIT WORLD. This one is really a ‘honey.’ ”— 
Jerry Harris, Manager, Creditors Service Bureau, 
El Paso, Texas. 

x k 


“Please send us 300 Accounts Receivable Age Analysis sheets, 
Form 721. We use these sheets at our retail store and factory 
and find them to be very satisfactory.”—E. Krimbill, Credit De- 
partment, Allied Paint Company, Tulsa, Oklahoma. 

x * * 

“I wish to congratulate you.on the improvement 
in the CREDIT WORLD, both as to appearance 
and contents, during the past few years.”—M. L. 
Storhow, Credit Manager, Frederick & Nelson, 
Seattle, Wash. 

x * * 


“We were very much impressed with the editorial in the 
February Crepir Wortp entitled ‘Your Credit Bureau and the 
Emergency.’ Please send us 500 reprints.”—Charles M. Reed, 
General Manager, Retail Credit Men’s Association, Denver, 
Colo. 





N.R.C. A. 
25,000 Club 








REPRODUCED ABOVE (three times actual size) 
is the design of a pin or lapel button which will be 
given to every person qualifying as a member of the 
‘*25,000 Club’’ of the National Retail Credit Asso- 
ciation. An adornment of which the owner may be 
proud, it is made of sterling silver with blue enamel 
lettering on white background. 

To become a member it is necessary to personally 
secure, prior to May 31, 1942, three applications for 
membership in the N. R. C. A. To continue as a 
member it is required that one new member be 
secured each year. 

At the 30th Annual Conference in New Orleans 
next June the National Association will give a 
luncheon for all delegates who qualify as members 
of the Club. At that luncheon the officers and direc- 
tors of the Club will be elected for the ensuing year. 

This new Club has been inspired by the success 
of others like it. In fact it is patterned after the 
well-known Silver Jubilee Club inaugurated in 1937 
to celebrate the Silver Anniversary of the N. R. C. A. 
The interest shown in this Club during the years 
that followed was more than gratifying. 


Be a “25,000 Club” booster, and keep the 
National growing! 


Positions Wanted 


CREDIT AND COLLECTION MANAGER: Fifteen years’ 
experience, ten years with present employer. Experience 
covers wholesale and retail credits, auto and appliance 
field. Also operated branch office present employer. Mar- 
ried, four dependents; draft exempt. Address Box 31, 
Crepir Wor Lp. 














Crepit MANAGER: Retail Furniture. At present em- 
ployed by large organization handling six stores. Ten 
years with this firm. Desirous making change. Address 


Box 32, Crepir Wor Lp. 


CreDIT AND COLLECTION MANAGER: Nineteen years’ 
experience with large department store, the past thir- 
teen years in complete charge of credit, collection and 
charge account promotion. Age 47. Can give excellent 
references. Address Box 33, Crepir Wor Lp. : 


BuREAU MANAGER in midwestern city of 75,000 pop- 
ulation would like to trade jobs with another bureau 
manager or credit manager. Prefer South or West. Give 
full particulars about self and your bureau and job in 
first letter. Full information will be given in exchange. 


Address Box 34, Crepir Wor Lp. 
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successtul instalment Selling 


in the 
Hetail Coal Business 


The most important element of his company’s success in getting 
new customers and holding its old ones, Mr. Harrigan found, 
was the attitude of the personnel. ‘‘It is the spirit which each 


Philip B. Harrigan” 


Ven RETAIL COAL BUSINESS is as old as 


the hills, and for generations its foundations seemed 
to be just about as strong. Competition was limited; 
people had to have coal or freeze; and the average dealer 
had things pretty much as he wanted them. This was 
the case up to a few years ago—and then conditions 
changed in our own enterprise as well as in that of 
many other coal retailers. 

The Sunrise Coal Company operates a chain of 13 coal 
yards and six separate sales offices, located in Brooklyn 
and Long Island within a densely populated metropolitan 
territory. Our business had been long established, and 
we rather prided ourselves on conducting it in a conserva- 
tive and legitimate manner as we still do. Our policies 
and practices had worked well for a long time until one 
particular day in August of 1932, when we sat at our 
desks looking over the results for the month of July. 
Fixed expenses were heavy, overhead high, business negli- 
gible, the result—awful. 

Within the few years previous to that time, many 
changes had taken place in the retail coal business. Fol- 
lowing the strike in 1926, competition with oil had 
appeared and by 1932 was hurting us badly. In addition, 
the depression had done to our customers the same thing 
it had done to the customers of many other business 
enterprises. At the same time, strange as it may seem, 
our competition had increased rapidly, this coming from 
newcomers who had lost their former businesses and had 
entered the coal business. Some of them cut prices— 
and as we reviewed the situation in August 1932, it 
looked very much as if we had to do something drastic 
or close up shop. 

After many meetings and much talk, we decided to 
make a survey of our trade to see what could be done 
to put it back on a profitable basis. First of all, our 
executives made a house-to-house canvass, making per- 
sonal calls at the homes of thousands of people. We 
found that 90 per cent of our customers were in the 
low-income brackets, that they wanted good coal, but 


*Mr. Harrigan is President of the Sunrise Coal Co., Rich- 
mond Hill, N. Y. This article is reprinted by permission of 
the Executives Service Bulletin, Metropolitan Life Insurance 
Co., New York, N. Y. 
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and every member puts into the job,’’ Mr. Harrigan states, 
‘that makes an organization click or fail to click.’’ 


that they could never get enough cash together to buy 
a substantial amount in the summer time when the prices 
were low. That being the case, a family would buy a 
ton or half a ton at a time during the winter. This often 
resulted in the purchase of cheap coal from a dealer who 
happened to come along at the right moment and offered 
a “bargain.” 

What we had to do was to put coal into the cellars 
of this large class of people during the summer. That, 
if we could do it, would remove these customers from 
the market, even out our business, and keep our em- 
ployees busy throughout the year, all resulting in reduced 
costs and increased profits. 


Credit System Changed 


This meant that we would need to do a credit business 
in the face of experience which showed that open charge 
accounts were unsatisfactory. The unfavorable experi- 
ence issued from the fact that we asked the customer to 
do the impossible. We would sell him $75 or $100 
worth of merchandise, with the understanding that he 
would pay at the end of 90’days, whereas most of our 
customers were unable to get together that much money 
at one time. We decided to take a leaf from the book 
of the finance companies. A customer who found it 
dificult to buy $100 worth of merchandise from us 
seemed to have no trouble in buying $700 worth of 
merchandise from an automobile dealer. The obvious 
reason was that the automobile purchase was financed 
on an instalment basis, and the payments were arranged 
so that they could be met out of income. 


We made plans, therefore, to sell coal on the instal- 
ment basis under a written contract stipulating the 
amount of monthly payments. We called this instalment 
sale a budget, and then we proceeded to market these 
budgets. I should note here, parenthetically, that nothing 
we did was original. Almost everything had been tried 
in other businesses, and we were only too happy if we 
could find one good idea that would work in our own 
business. We felt that we had something good in the 
budget—and events have since proved that this was in- 
deed the case. 























Just about this time we were approached by a gentle- 
man (since become a responsible member of our organiza- 
tion) who brought an idea that he could sell coal over 
the telephone. While it seemed strange at that time 
to a more or less conservative coal company, we tried it 
out, and in a short space of time the result seemed to 
indicate that if it were pushed hard and properly super- 
vised, coal could be sold by a telephone sales campaign, 
granted that the salesmen had something like the budget 
plan to make it interesting. The idea was new in our 
trade, and we felt that it would intrigue the customers 
and attract their favorable attention. 


In our area the prospects who can be reached by tele- 
phone are numbered by the thousands. We mapped out 
the territory which we believed we could handle, and 
then planned a telephone sales campaign to 
reach every user of fuel within that territory. 
When we started out, we employed men for 
the job. Telephone selling had been widely 
used in New York City, and consequently 
there were many telephone salesmen available. 
We put 10 or 12 men to work that first year. 
It worked out pretty well. We sold coal, 
and the cost was not too high, considering 
that we were new at the job. 

We have learned, however, as the years 
have gone on, that the best telephone sales 
people for our particular purpose are mature women. 
More than 90 per cent of our merchandise is sold to 
the housewife, and it has been demonstrated that one 
woman can call another woman and get an interview 
where the best salesman would be cut short. For the 
past few years we have employed mature women to do 
our telephone selling, and we find it very successful in- 
deed. These women each make approximately 100. calls 
a day. As we have eliminated a great many calls where 
we know the people are not users of coal, we now make 
between 60,000 and 75,000 calls during a campaign, 
plus call-backs. 

The market is active in the spring for about 10 weeks, 
during which we need 10 or 12 solicitors to cover the 
job. These calls are made on prospects, and the great 
bulk of them are made “cold turkey.” The solicitors 
work under an experienced supervisor who is enthusiastic 
about the job and who seems to have a knack of impart- 
ing that enthusiasm to the solicitors. 


Enthusiasm Essential 


It is very essential that an effort like this be directed 
by an experienced and enthusiastic person, because tele- 
phone selling is quite discouraging at the outset. Most 
of the actual closings are made on call-backs and not 
on the first call, so that in the first few weeks of a 
campaign the results are negligible. Somehow or other, 
unless the solicitors are lifted out of their discouragement, 
it gets over to the prospects and they just cannot sell. 
With proper supervision and encouragement they will 
persevere, and in a very short time the results will be 
realized. 

We are often asked if people resent being called on 
the telephone and asked to buy coal. The strange thing 
about it is that they seem to like it, and one of the prob- 
lems which our solicitors constantly face is how to get 
the lady off the wire after the order is given! Some of 





them must indeed be lonesome, for they would apparently 
keep on talking indefinitely. 

Along with the telephone sales campaign, which has 
been developing over the past eight or nine years, it has 
been found necessary to develop an outside sales force. 
While most of the business solicited by telephone can be 
closed during the call, or by mail, some of it can be 
secured only when the salesman goes to the home. Here 
again we find that age is an asset rather than a handicap. 
The most successful type of salesman we have employed 
is the man of 50 or over, and one of our best was close 
to 70 years of age. This type of man will get into the 
average home and have a pleasant interview with the 
housewife when the young man won’t even have the 
door opened to him. 

As soon as we discovered that we needed 
salesmen, we went outside the coal business 
and brought in a man with extensive experi- 
ence in selling household appliances. He has 
developed crew selling to a fine art. 


Crew Selling Successful 

House-to-house selling is one of the tough- 
est jobs that a salesman can undertake, and 
it is particularly trying if a man is working 
all alone. We have found that in crew work, 
especially when the men have been working 
together for a long while, there is developed a spirit that 
makes the job seem something like a game. The crew 
consists of four or five salesmen, who leave the office to- 
gether in one or two cars and proceed to the territory 
to be canvassed. They usually meet for lunch, during 
which they discuss the morning’s results and map out 
their work for the afternoon. ‘This is a very pleasant 
break in the day, and is a far cry from the canvasser who 
works alone and has nothing in a long day to cheer him 
up if the going is hard. 

The dovetailing of the telephone sales campaign and 
the outside sales force must be done carefully and, fur- 
thermore, there must be cooperation on the part of every 
member in both groups if the campaign is to succeed. It 
is the job of the sales manager to see that the cooperation 
is there and that the esprit de corps is always at a high 
pitch. Under these conditions, such a campaign is bound 
to succeed, 

That it will succeed is demonstrated by the fact that 
our combination of telephone sales and outside men has 
just closed a season in which they have sold more than 
10,000 budgets—a gain of over 1,000 per cent in five 
years. 


Practically all the efforts of the personnel in the sales 
department are concentrated on new customers. To: 
retain our old customers, we depend very largely on giv- 
ing the best in merchandise and service. We keep in 
contact with them through the mail. The mail campaign 
is simple, being designed to notify the customers of 
changes in price, to advise them of other trends in the 
business and, of course, to ask if they have complaints. 

In our business, once a customer gets on the books the 
chances are that he will stay with you if he is treated 
right and given good merchandise and good service at a 
fair price. Good merchandise and good service are very 
largely the responsibility of the yard superintendents and 

(Turn to “Retail Coal Business,’ page 21.) 
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A Sewice 


One of the many services offered 
members of the National Association 
is the Pay Promptly newspaper adver- 
tisements available in mats ready to 
hand your newspaper in sizes 8” x 12”, 
6” x 9”, and 4” x 6”. 

Some of the subjects of these ads are: 
Is Your Credit Record Holding You 

Back? 

Prompt Payment of Bills Prevents 

“Q. C.” 

Your Credit Record Is An Open Book. 
Are You Haunted by Credit Worries? 
Good Credit Is Your Magic Wand! 
Friends Talk About “Q. C.” Too! 
“Treat Your Credit As a Sacred Trust” 

—The Symbol of Protection and 

Faith in Humanity. 

The Tenth of the Month is Their Pay 
Day—and You are the Paymaster. 
You Are a Vital Link in the Great 

Chain of Credit. 

This Is a Time for Plain Talk! 

Your Name Is in This “Who’s Who.” 

“More Than All the Gold Mines in 
the World.” 

Emergency Calls Don’t Mean “Six 

Months From Now”! 

“Credit Is Like a Looking Glass.” 
“Easy Payments” Cease to Be Easy 
If They Are Not Paid Promptly. 
The Modern Shopper Says “Charge 

It”! 

And the Greatest of These Is Char- 
acter! 

Credit Is the Foundation of Com- 
merce! 

Prices of mats of these advertise- 
ments are: 


8” x 12”—mats ready to use_____ $2.00 each 


’ 


6" x 9”—mats ready to use____- 1.50 each 
4” x 6”—mats ready to use____- 1.25 each 


Every association should avail itself 
of the services offered by the National! 
Send for a portfolio showing the Pay 
Promptly advertisements described. 


NATIONAL RETAIL CREDIT ASSOCIATION 


Shell Building St. Louis, Mo. 
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Nashville's“ WY, G. M.” Club 


W. Harvey King, President, Tennessee Adjustment 
Service, Inc., Nashville, Tennessee 


INSTEAD OF DEPENDING on just a few indi- 
viduals to build and keep the membership of the Nash- 
ville Retail Credit Association up to 
par, a plan was formulated to inter- 
est all the membership in the activi- 
ties of the Association. Thus it was 
that the M.G.M. (Member Get a 
Member) Club was organized in 
Nashville last year. It is strictly an 
activity organization. Money will 
not buy a membership in it, and the 
dues are one new member a year. All 
persons having secured two or more members are auto- 
matically on the Board of Directors; any individual se- 
curing three or more new members automatically becomes 
an officer of the Club. The person securing the most 
new members during the first three months of a new 
administration of the Credit Association automatically 
becomes Chairman for the next three months. If this 
Chairman can keep the lead for the next three months 
he continues as Chairman; however, any member secur- 
ing a greater number of members than the Chairman or 
any other member of the Club then becomes Chairman 
at the end of the second quarter. 

The Club meets to talk about membership, new mem- 
bers, and prospects. One of its best functions is after a 
membership has been built up. It requires several peo- 
ple to take care of new members, that is to see that they 
become acquainted and are placed on the proper com- 
mittees. Naturally, a person bringing a new member 
into the Credit Association will go out of his way to see 
that that member becomes a part of the Association. 

The fact that Nashville increased its membership by 
130 during the past year was not the result of the work 
of a few, but the coordinated work of 28 individuals as 
follows who are charter members of the Club: 





Lorraine Boone Arinthia May 

R. E. Buckingham Marjorie Odom 
B. G. Carver Minnie D. Oglesby 
Fay P. Fox Tom G. Perryman 
W. C. Hall R. H. Poindexter, Jr. 
E. C. Harlan Annie Mai Polk 
Clara Horn Hugh L. Reagan 
Harvey King Pearl Snodderly 
H. N. Lampley Frances Teter 
Mary Wheeler Lemmer Max E. Tilghman 
F. H. Long E. B. Walton 

J. J. McCormick L. L. Wright 

Joe H. McFarland J. E. Wells, Jr. 

E. E. Matheney P. G. Wright 


New members of the Club this year are: Irl R. 
Barker, M. M. Wilson, W. J. Stephens, Herbert G. 
Aldred, Charles C. Martin, and Richard Porter. 

Our fiscal year ends May 31 and dues, which call for 
more new members, are again payable. A member is in 
good standing until January 1; however, unless a new 
member is secured between June 1 and January 1 a mem- 
ber becomes delinquent in dues, but is carried in arrears 
until May 31 at which time he is dropped. He can come 
back in after May 31 by securing a new member. 


Try this idea in your own Association and see what 
you think about it! 











“Retail Coal Business” 
TI EasvH SiLsMUSTICsHetpstt | 
the drivers of the trucks. In thousands of cases the driver 
is the only representative that the customer ever meets, 
so naturally it is essential that the driver be imbued with 
the spirit of the company and be constantly alert to serve 
the customer. 

In fact, if one had to state briefly which one thing 
contributes most to the success of the retail company, be 
it in the fuel business or any other kind of business, one 
could say that it is the attitude of the personnel. The 
general plans of the sales campaign and the operating 
departments are simple after all. But it is the spirit that 
each and every member puts into the job that makes an 
organization click or fail to click. If each and every one 
has his heart in putting the job over, then it cannot fail; 
if they lack this will to win, then neither the most clever 
plans nor the greatest amount of capital will succeed in 
building up a retail company. How to develop this 
spirit is beyond me to define, but that it must be there 
in order for a company to succeed is the one thing of 
which I am sure. 

There are probably better plans for credit sales pro- 
motion in the coal business, but this one has more than 
proved profitable for us. Though the experiment re- 


quired indefatigable application, the results have made 
it worth the effort. 


(Beginning on page 18) 








“Trends and Prospects” 


(Beginning on page 6) 





national emergency ends, and no one associated with the 
program has any thought that they will be continued 
under executive fiat when the emergency has passed. 
There are many who believe that the control of con- 
sumer credit would be equally useful in peacetime as a 
means of stabilizing the national economy. During the 
present emergency, the distortions in our economy are 
so great that even substantial changes in consumer credit 
terms are unequal to establish an adequate balance. 
Continuance of economic control of consumer credit 
during peacetime will require special legislation, and 
whether this legislation can be obtained will depend 
largely on the carefulness and understanding, upon the 
skill and moderation, with which the control is admin- 
istered during the emergency period. It is fully conceiv- 
able that all parties interested—credit granting agencies, 
consumers, and the regulatory authority—may join in 
asking for legislation to continue these controls. But, if 
the restraints are arbitrary or go too far, or are imposed 
too quickly, if the regulations become too bogged down 
in unintelligible language or cumbersome details, or if 
they increase costs of credit granting agencies or impose 
hardships on consumers which cannot be justified in 
terms of readily understandable objectives, then the con- 
trols will surely be cast off at the end of the emergency, 
as the NRA and Prohibition experiments were cast off. 














Defend Your Accounts 


* 
. 
° 
against the stigma of a poor credit 
record and add to the efficiency of your 
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Credit Department by using the new 
Collection Insert shown here. Pre- 
pared at the urgent request of our 
members, it has a definite tie-in with 
the credit bureau. Not only does it 
collect, but it is an effective means 
of educating customers to pay bills 
promptly. 


Credit Bureau! ™ 


We have YOUR NAME 

” . 33 

in this “Who's Who 
As a member of the Credit Bureau we are 
called upon to report, at frequent intervals, 
the credit standing of our customers. This 
report is available to every merchant or pro- 


fessional man who is a member of the Credit 


This is another success number in 
Bureau. 


our series of Collection Helps. De- 
signed for use as statement enclosures, 
the size is 3 inches by 51% inches. 
Printed in bronze blue ink on ivory 
enameled stock. Only $2.00 per 
thousand. 


Your account with us at the present time is 
PAST DUE. To maintain a good credit rec- 
ord, you should make a payment NOW or 
arrange for an early settlement. 


Customer’s Name 


Order from 
NATIONAL RETAIL CREDIT ASSOCIATION 


ee ee a ee Shell Building St. Louis, Mo. 





Guard Your Credit as a Sacred Trust 
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Conducted by 


ARTHUR H. HERT, Research Director 


...A “give-and-take” page, wherein readers may ask — and 
answer — questions about their credit and collection problems 


and solve them in the laboratory of practical experience... 





























Recent Trends in Retail Credit Business 


UR PERCENTAGE OF CHARGE SALES to 
O total sales for November and December, as com- 

pared with the same months in 1940, showed a 
decrease,” one of our members writes. ‘Will you be 
kind enough to find out what was the experience of other 
members in this regard? Also, did Regulation W have 
any effect on credit sales during the past few months?” 


Of the 44 members whom the Research Division solic- 
ited for this information, 23 replied, and here are some 
ot the answers: 

xk 

Baltimore, Md.: A study of our sales for the 
months of September, October and November, 1941, 
shows a rather material decrease in percentage of charge 
sales to total sales as compared with the same months of 
the previous year. Our entire volume is decidedly more 
than it was last year, but the cash and C.O.D. sales 
seem to have grown even more rapidly than the charge 
business. This perhaps is due in great measure to the 
influx of new population who have not yet sought the 
convenience of a charge account. 

xk 

Chicago, Ill.: There has been a small decrease in 
the percentage of charge sales in our store during the 
past few months. Installment regulation has had very 
little effect upon our credit sales, because, with one ex- 
ception, our terms were already more strict on all types 
of merchandise than those laid down by the Federal 
Reserve Board. 

xk 

Chicago, Ill.: There has been a decided decrease 
in our charge sales during the past several months, in 
both open account and installment sales. However, there 
has been an increase in cash sales so that total sales are 
ahead. This is due in some measure to the operation 
of Regulation W, but principally because more people 
being employed in war industries at high wages have 
more money to spend. As many of them are not in 
the charge account class, they naturally pay cash for 
their requirements. 

kkk 

Columbus, Ohio: We have experienced a decrease 
of 25 per cent in charge sales as compared to total sales 
during the past few months. 
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Denver, Colo.: There has been a slight decline in 
proportion of our charge to total sales. Also, Regulation 
W has affected our contract accounts somewhat, which 
we presume is due to the necessary cash payment. We 
require 20 per cent down on all contract accounts. 

kkk 

Kansas City, Mo.: There has been no marked 
change in our charge sales during the past few months, 
and Regulation W has not affected us at all. 

xk 

Lincoln, Neb.: We have experienced an increase 
of 61.7 per cent in charge sales and 38.3 per cent in 
cash sales, during the past year. There is no apparent 
reason for these increases here, as we have no large de- 
fense projects. We believe it must be due to improved 
general employment and better crops in this section. Reg- 
ulation W has not made any difference to us as we are 
not affected by it. 

xk 

Los Angeles, Calif.: During the past three months 
our charge sales have decreased about 5 per cent. We 
believe this has been caused by an increase in the number 
of people coming to our city for defense industry work 
and they are buying mostly for cash. The decrease in 
charge sales may be attributed to Regulation W. It is 
inevitable, however, that installment sales will be af- 
fected by the Regulation. 

kkk 

Memphis, Tenn.: ‘There has been a small de- 
crease in our charge sales due to the fact that customers 
are paying cash and buying on the budget plan more now 
than ever before. Regulation W had some effect on our 
electrical appliance sales. 

xk 

Milwaukee, Wis.: During the past few months, 
our charge to total sales ratio has decreased approximately 
two per cent. We believe this to be the result of new 
earning power in the hands of individuals who have 
never used credit or who know they would not qualify 
for it. 

xk 


Milwaukee, Wis.: All industrial plants in Mil- 
waukee have extended their number of working hours 


tremendously and this has greatly increased pay rolls. 
With all this money flowing into the hands of working 

















people, it was only natural that they would use a certain 
amount of cash for their needs. Therefore, we have 
noticed a slight drop in our open account sales. We 
have always been conservative in selling merchandise on 
installments, consequently Regulation W has not affected 
us. It has probably worked to our advantage as we have 
received some business which would have gone to cheap 
payment houses. The customer, who must now make 
a substantial down payment anyway, would rather buy 
from a firm with a good reputation, and one which sells 
quality merchandise. Our collections have increased 
each month during the past two years. We spend extra 
time following up our accounts and try to sell the cus- 
tomer the idea that it is for her own good to attempt 
to pay bills more promptly. It surely has brought ex- 
cellent results. oe «4 


Minneapolis, Minn.: Minneapolis has been one 
of the foremost cities to advocate credit control for both 
charge and installment accounts, holding terms on install- 
ment sales to a minimum. Therefore, the Regulation 
did not materially affect credit sales of soft merchandise, 
such as ready-to-wear and furs. ‘There has been little 
or no change in the percentage of charge sales to total 
sales in the past few —s 


= 2 
Nashville, Tenn.: ” Sha has been a marked de- 


crease in the percentage of charge sales to total sales in 
the past few months as compared to 1941. One of the 
reasons is that many defense workers cannot qualify for 
charge accounts and are paying cash, and another is 
that the general public has more money to spend and is 
paying cash for merchandise instead of going into debt. 
Regulation W has not effected the decrease in charge 


sales. kkk 
Oakland, Calif.: For the balance of thé year 


after September, our total charge percentage as well as 
lease percentage fell off as compared with 1940. We 
believe this condition was brought about by the follow- 
ing circumstances: In August and September our cus- 
tomers purchased heavily in equipment and furs, both 
on lease and open charge accounts. This attitude was 
the result of the Federal Excise Tax and the announce- 
ment of Regulation W. The loss in lease sales, partic- 
ularly in the equipment field, following this buying 
spree was caused more by the fact that customers had 
anticipated needs and also that there was a shortage in 
certain models, more than the fact that terms had been 
shortened. We do not believe that the shortening of 
terms has had much, if any, effect on volume. Total 
sales are up and we attribute this business to defense 
workers adopting a very conservative attitude. 
kkk 

Peoria, Ill.:| Our charge sales for July, August and 
September show a slight increase over the same months 
for 1940. However, October, November and December 
show a one per cent decrease each month. Regulation W, 
requiring a 20 per cent down payment, had a definite 
effect on our appliance sales, causing them to drop 
sharply. Other requirements of the Regulation had no 
effect on us as they were in line with our existing policies. 


xkx«k 
Pittsburgh, Pa.: Both our credit sales and col- 
lection percentages showed small increases in November 


and December. 






Providence, R. 1.:| Our regular charge account 
percentage has dropped somewhat during the past year, 
and I believe this is due to the fact that more people are 
working at better wages and are paying cash. Our cash 
sale comparison shows a definite increase. Our budget 
accounts have shown an increase since February, 1941. 
July, August and September increases were above normal 
before the Regulation went into effect. October budget 
accounts compared favorably with last year, but in 
November, due to the Regulation and merchandise short- 
age, the sales dropped from 7.1 per cent last year to 5.7 
per cent this year. 

xk 

Seattle, Wash.: There has been practically no 
change in the percentage of charge sales to total sales 
during the past few months. However, the increase in 
installment sales over last year has not been quite as 
great as in previous years, due to Regulation W. 

zxkkwk 

St. Louis, Mo.: There has been a healthy increase 
in charge sales the past few months over the same period 
last year. The increase in retail sales has been for cash, 
which is only natural due to the large number employed 
in defense projects and the large salaries paid. Regula- 
tion W has had some effect on restricted articles. How- 
ever, some of this is due to the inability to procure mer- 
chandise. 

kkk 

San Francisco, Calif.: We experienced a large 
increase in total charge sales during July and August, 
due in a large part to the heavy buying of furniture and 
electrical appliances to avoid Regulation W. ‘Then in 
September we had a tremendous volume in furs and fur- 
trimmed coats to avoid the excise tax. The decreases in 
total charge sales during October, November, and De- 
cember are explained by the fact that we have been 
operating under strike conditions since September 26. 

xk 

San Francisco, Calif.: There has developed, dur- 
ing the past three months, a definite decrease in percent- 
age of charge sales to total sales as compared with the 
same period last year. Several reasons may be ascribed. 
First, the abnormal circulation of money in those areas 
affected by defense programs. Workers in these districts 
are receiving high wages and with the uncertainty of the 
future (but no uncertainty as to taxation and the in- 
creased cost of living) decide to pay cash for their im- ° 
mediate needs. Furthermore, Regulation W has, no 
doubt, had the effect of curtailing credit on some lines 
of merchandise. There is also manifest ignorance and 
misunderstanding, resulting in confusion on the part of 
the public, as to the scope and purpose of Regulation W. 
The excise tax on fur coats and other lines has added to 
the disorder with the result that apprehension is evident, 
and rather than become involved, many people are in- 
clined to pay cash for their purchases. 


t Ricihitep thas mapagiie tarepellyy™ 
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Joplin Credit Association Publicized 

“Joplin Retail Credit Association Gives Members 
56,000 Reports Annually” was the title of a full-page 
write-up given the Joplin, Missouri, Association in the 
Sunday, January 25, edition of the Joplin Globe. The 
article told the story of the Credit Bureau’s activities 
since its organization in 1916 and gave an accurate de- 
scription of the working principles of the two Organiza- 
tions—the Credit Bureau and the Retail Credit Asso- 
ciation—which for the last nine years have been under 
the able management of H. R. Wheeler. 


Bell’s, Nashville, at New Location 

Bell’s Booteries, Nashville, Tennessee, of which Rhue 
Roberts, an active member of the National Association for 
many years, is the Secretary-Treasurer, recently opened a 
new store in that city which is termed the most attrac- 
tive in the area. To announce the opening at the new 
location, the Nashville Tennessean carried an 18-page 
section of advertisements, illustrations of the store inside 
and out, and suitable stories about the history of the 
Company and its success in Nashville. 


Mission, Canada’s First Annual Meeting 

Thirty-five members and guests attended the recent 
first annual meeting of the Valley Credits, Ltd., Mission, 
British Columbia. Speakers of the evening were J. W. 
McClure, Industrial Acceptance Corporation, who spoke 
on “Order Number 75,” and E. J. Patrick, T. B. Lee, 
Ltd., who gave an interesting talk on “Credits and Co- 
operation.” The following officers were elected: A. 


Lane, Mrs. Chalmers, Mr. Currie, W. Lockley, W. 
Monk, and W. Harris, Secretary-Treasurer. 


Coming District Meetings 

Districts Three and Four (Alabama, Florida, Georgia, 
Louisiana, Mississippi, North Carolina, South Carolina 
and Tennessee) will meet April 13, 14, and 15, 1942, in 


Knoxville, Tennessee. 





Your Attention—Please! 

Hubert Fielder, General Group Chairman of the New 
Orleans Convention, is interested in receiving from mem- 
bers, questions which they would like to have discussed at 
the various Group meetings. Send your suggestions to the 
National Office or direct to Mr. Hubert Fielder, Credit 
Manager, D. H. Holmes Co., Ltd., New Orleans, La. 


District Twelve at Pittsburgh 

At the annual meeting of District Twelve held at the 
Roosevelt Hotel, Pittsburgh, Pa., February 8, 9 and 10, 
the following officers and directors were elected: Presi- 
dent, Godfrey Harris, May Company, Baltimore, Md.; 
Vice-President, R. W. Sloan, Reymer & Bros., Inc., 
Pittsburgh, Pa.; and Secretary-Treasurer, B. C. Gilbert, 
L. S. Good & Co., Wheeling, W. Va. Directors: Miss 
Agnes Moyer, Berk’s Products, Reading, Pa.; Louis W. 
Hilbert, Stewart & Co., Baltimore, Md.; Willard R. 
Pool, Diamond Dept. Store, Charleston, W. Va.; Wal- 
ter Sonen, Pomeroy’s, Inc., Reading, Pa.; A. Coonin, 
Wm. Hahn & Co., Washington, D. C.; and Robert M. 
Cox, Cox’s, Inc., McKeesport, Pa. Jos. A. White, Har- 
ris Stores, Pittsburgh, Pa., was elected National Director 
for a two-year term, and LeRoy N. Dickerson, Wilming- 
ton Furniture Co., Wilmington, Del., was elected alter- 
nate National Director. 











*Above is a photo of the annual meeting of the Oklahoma City Retailers Association, Oklahoma City, Okla., 


held January 29 and attended by 722 members and invited guests. Principal speaker was Harold A. Wallace 
of Joliet, Ill, a past President of the Associated Credit Bureaus of America, Inc. His subject was, ‘‘How to 
Meet Changing Conditions—And Stay in Business!’’ 
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San Francisco, California 
The new officers and directors of the Associated Retail 


Credit Men of San Francisco for 1942 are: President, 
Melvin Bixel, Moore, Ltd.; Vice-President, Frank D. 
Francis, The Emporium; Treasurer, Walter V. Howe, 
Sommer & Kaufman; and Secretary, Harry W. Selfridge, 
Retailers Credit Association. Directors: H. H. Chris- 
tensen, American Trust Co.; Frank Batty, Hale Bros. ; 
Mark L. Levison, Roos Bros.; Harold J. Schrupp, 
McKale’s; Frank T. Ashwin, Lachman Bros.; Frank J. 
Gaspar, Gilmore Oil Co.; Clyde H. Mann, Union Oil 
Co.; Wm. F. Bradley, $. & G. Gump Company; and 
S. A. Schneider, Krout & Schneider. 


Spokane, Washington 


Newly elected officers and directors of the Spokane 
Retail Credit Association for the year 1942 are: Presi- 
dent, J. Don Morissey, Great Western Fuel Co.; Vice- 
President, T. J. Fahay, Union Oil Co.; Treasurer, Geo. 
W. Young, Sears, Roebuck & Co.; Secretary, N. M. 
MacLeod, Spokane Credit Men’s Rating Bureau; and 
Assistant Secretary, M. T. Warrick, Spokane Credit 
Men’s Rating Bureau. Directors: H. W. Crowder, 
Spokane Gas & Fuel Co.; E. W. Rongren, M. M. 
Jewelers & Optometrists; L. W. Simmonds, W. P. 
Fuller & Co.; Fred Emry, Emry’s; Catherine Geraghty, 
Eastern Outfitting Co.; and B. L. Jenkins, Deaconess 
Hospital. 

Pueblo, Colorado 


The Pueblo Retail Credit Association elected the 
following officers, in January, for the ensuing year: 
President, Fred Hendricks, Southern Colorado Power 
Co.; Vice-President, Walter G. West, Community 
Credit Co.; Treasurer, Miss Laura Smith, White & 
Davis; and Secretary, J. E. Udick, Pueblo Merc. & 
Credit Association. 


Houston, Texas 


At their annual meeting on January 21 the Houston 
Retail Credit Association elected J. W. Kilpatrick, 
Merchants & Employes Industrial Bank, President. 
Other officers and directors elected were: First Vice- 
President, W. L. Jones, Houston Lighting & Power Co. ; 
Second Vice-President, O. O. Lynn, Thos. Goggan & 
Bro.; Treasurer, George L. Asbeck, Rolle, Jewett & 
Beck; Secretary, J. Collier Hurley, Retail Credit Ex- 
change, Inc.; and Assistant Secretary, C. B. Butcher, 
Retail Credit Exchange, Inc. Directors: J. W. Waddle, 
Stowers Furn. Co.; A. E. Exley, Mosk Clothes Shop; 
John W. Stiers, Houston Trunk Factory; Mrs. Vivian 
T. DuBus, Craig’s Ready-to-Wear; Thos. E. Schier, 
Settegast-Kopf Co.; W. H. Price, J. J. Sweeney Jewelry 
Co.; L. E. Newton, Battelstein’s, Inc.; and F. A. Hunter, 
Columbia Dry Goods Co. 





Combined Application and 
Conditional Sales Contract Form 





Reproduced below is a new combined application and 
conditional sales contract form. It was designed by 
A. C. Wehl, Credit Manager, Gimbel Brothers, Mil- 
waukee, Wis., who after mention was made of this form 
in the January Crepir Wor LD, wrote us as follows: 


“T have been receiving so many inquiries regarding the 
combined application and contract form and also requests 
for copies that you may wish to reprint it in a forth- 
coming issue. It is evident from the number of inquiries 
received that our membership is very much interested in 
it.” 

This form is printed on white paper with a duplicate 
copy in pink which is perforated; the upper half is sent 
to the Credit Bureau and the lower half is the customer’s 
copy. Designed to meet all requirements, particularly 
Regulation W, there is ample space for the description 
of the merchandise, price, and terms of sale. It obviates 
the necessity of separate forms, and according to Mr. 
Wehl is convenient and saves a great deal of time. 





Acct, No. APPLICATION Authorization Stamp 


Due date___________ CONVENIENT PAYMENT ACCOUNT 
GIMBEL BROTHERS 





























Name in full ——— Wife or Husband 
Residence How Long 
Previous Res. 

oO 

Employer. How Long 








Previous employer. 
Wife or Husband 


















































Employed by 
Own Rents With Boards 
Home... Home...0 Parents. 0 Out. O Previous or present credit with 
Address Name of 
Property Owned. Store 
Name of 
Bank Store 
Name of 
Nearest Relative Store 
Personal 
Address Reference 
Cr. Bur. (Local) ...0 Dun. Brad... 0 
Cr. Bur. (Write)..0 Bank Oo Special inf 
Cr. Bur. (File) Oo Spec 
Date R 
Date of Application Date approved 
Interviewer Approved by 








This Order and Contract is subject to the approval of the Credit Dept 


CONDITIONAL SALE CONTRACT Date 





GIMBEL BROTHERS, INC., has this day sold conditionally to 


Purchaser, residing at 








the following described mercnandise, upon the following terms 





Description Price Terms of Purchase 





Total amt. of pur 





Trade in on ( ) 





Balance 





Down Pay't o 





Balance of Purchase 





Carrying Charge 











Deferred Balance 





Monthly Payments of $ 





to be paid on the day 





Special Terms of each month for months 





Don’t Forget! 
When writing the National Retail Credit 
Association, the new address is SHELL 
BUILDING, St. Louis, Mo. 











beginning 








The title to suid merchandise shall remain in Gimbe rothe 

any judgment for ail or any part of same is fully 

the: sell, mortgage, or otherwise 
jenc 





eneum 
haser's reetd. e without the writte 
shall return the chendise on ‘demand 

The above contract constitutes the entire agreement Between the parties. 


GIMBEL BROTHERS, INC. Signature 





By. Signature 
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Government 





OVERNMENT CONTROL over credit in Can- 
G ada today is but one of a series of measures adopted 
by the Canadian government to place the entire country 
on a war basis. 

To secure an accurate picture of the Canadian situa- 
tion it is necessary to go back to the start of the war in 
1939 and watch developments as they occur. With a 
need for men in the fighting forces and the necessity for 
skilled labor to man the machines in the war industries, 
the problem of unemployment soon disappeared. The 
slack was taken up by enlistments and by new jobs which 
became available in war industries and government offices. 
Along with the increase in employment, there was a rise 
in wages and salaries. As a result, the spending power 
of the nation was greatly improved. This found expres- 
sion in a tremendous increase in sales and, by 1941, 


business throughout the country reached heights that ex- 
ceeded the 1929 figures. 


Credit Conditions Prior to 
Government Regulation 


Unrestrained spending on the part of the public was 
encouraged, unfortunately, by a steadily growing tend- 
ency on the part of some merchants to use credit as an 
instrument of sales promotion at the expense of good 
judgment as to the time allowed. 

“A dollar down and a dollar when you catch me,” is, 
of course, extreme, but many retail establishments were 
selling on terms of 10 per cent cash and six months to 
pay on purchases as low as $15.00. Terms were granted 
without reference to the life of the article and there was 
a general overloading of customers with installment com- 
mitments out of all proportion to income. In addition, 
charge accounts were solicited and invited without insist- 
ence on the usual 30-day terms. In many cases, cus- 
tomers were permitted to take anywhere from three to six 
months to pay, all of which resulted in the pyramiding 
of accounts and the creation of large amounts outstand- 
ing in receivables. 

The Canadian government was fully aware of the sit- 
uation and early realized that something would have to 


*Mr. Dakins is the new Educational Director of the National 
Retail Credit Association, having been appointed January 1, 
1942. He is well acquainted with this subject as he is a native 
of Canada and was associated with the British American Oil 
Co., Ltd., before joining the National Office staff. 
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Credit Control— 
Canadas Experience 


J. Gordon Dahins® 


be done to prevent inflation and at the same time correct 
the abuses which were apparent in the credit system. 

Canada needed to conserve her foreign exchange be- 
cause she was buying materials for Britain from the 
United States. As a result, one of the first steps that the 
government took after the start of the war was to estab- 
lish a Foreign Exchange Control Board. This effectively 
safeguarded the exchange situation. 


Increased Income Taxes 


Money was urgently needed for the prosecution of the 
war. ‘To secure a portion of the funds required, and 
also to check unrestrained spending, personal income tax 
rates were enormously increased, exemptions were low- 
ered, and a national defense tax was introduced. This 
tax is levied on the whole income of single persons earn- 
ing more than $660.00 a year and married persons earn- 
ing more than $1,200.00 a year, and is deducted at the 
source from pay roll. The rate is 5 per cent, except in 
the case of single persons earning more than $1,200.00 a 
year, who must pay 7 per cent. As a result of this in- 
creased taxation, five times as many Canadians as before 
the war are paying five times as much in income taxes 
of all kinds. 

Another method used in the all out effort was the ag- 
gressive promotion of the sale of war savings stamps and 
certificates. This was pushed as a way in which all could 
participate in the war, and firms were encouraged to 
provide pay roll deduction machinery to secure the one 
hundred per cent support of their employees. In addi- 
tion, the sale of Victory Bonds was stimulated through 
the cooperation of business generally, and vast sums were 
thus drawn into the public treasury. 

But all this was not enough. If inflation was to be 
avoided, the government foresaw that its control would 
have to extend to prices, to wages and to credit generally. 

In December, 1940, the Canadian government laid 
down the principles of a cost of living bonus system and 
applied it to war industries. The bonus amounted to 25 
cents a week for each rise of one point in the index. By 
the summer of 1941, the economic index started to rise 
alarmingly, and in the fall of the year, the cost of living 
bonus was made applicable to all types of business whether 
engaged in war or civilian production. Wage control 
was also applied, first, to everyone below the rank of 
foreman; later, to all employees and officials. 























Then, having frozen wages and salaries, the govern- 
ment was in a position to apply the final control over 
prices. It did so on December 1, 1941, by placing a price 
ceiling on all goods. Thereafter, no goods could be of- 
fered for sale at higher prices than those prevailing during 
the base period of September 15 to October 11, 1941. 

The purpose of the price control legislation was the 
stabilization of prices and prevention of unwarranted 
increases; the maintenance of maximum production for 
both civilian and defense needs; and the prevention of a 
post-war collapse of values. 

A system of licensing was also provided which con- 
tained a threat to withdraw the privilege of doing busi- 
ness for violation of the regulations. Retail credit re- 
ceived its share of attention, for after two years of war 
it was found that consumer credit control was imperative. 

The Canadian government first applied restrictions to 
retail credit in the petroleum industry. The need to con- 
serve gasoline became very urgent in 1941 and on July 15 
of that year the oil controller issued an order prohibiting 
the use of credit cards throughout the country. Credit 
cards for gasoline purchases are now a thing of the 
past in Canada. 


Government Control of Credit 


Next, the government issued an order which made ef- 
fective on October 14, 1941, a system of credit control 
generally. This order was designed more to diminish 
consumer buying than to abolish existing abuses in terms. 
Its purpose was to forestall the steep increase in install- 
ment buying and to secure an improvement in the liquidity 
of the consumer debt. After the war there is bound to be 
a period of reconstruction and the Canadian government 
decided to prepare for it by taking precautions to pre- 
vent people from being overloaded with heavy install- 
ment commitments. 

The original order was known as Order Number 64 of 
the Wartime Prices and Trade Board. It lists some 64 
articles which, even if used, can be sold only on certain 
definite terms. Except in the case of automobiles, it pro- 
vides for a down payment of at least one-third on install- 
ment contracts for listed articles and requires the balance 
to be paid in full within 12 months. The down payment 
must be paid in full before delivery. The monthly in- 
stallments must be payable at approximately equal inter- 
vals and in approximately equal amounts, but may be 
prepaid weekly. 

There is a provision for both a minimum down pay- 
ment of $10.00 and a minimum monthly payment of 
$5.00. The question of trade-ins was also covered. In 
the case of automobiles, a trade-in may be applied against 
the down payment, but with all other articles, it can be 
used only as a reduction of the price and the down pay- 
ment must be computed on the remainder. 


The legislation did not stop with installment sales. It 
covered the charge account field as well. It was thought 
that unless the regulations were extended to charge ac- 
counts there might be evasions of the Order; that people 
would turn to charge accounts to avoid the heavy down 
payment requirements on installment contracts. Conse- 
quently, the Order specified a due date for payment of all 
charge accounts and defined it as the end of the month 
following that in which the goods were purchased. It 
further provided that if a charge account is not paid in 


full by the tenth of the month following the due date, 
no further credit may be granted. However, the mer- 
chant was given the right to permit reinstatement by ac- 
cepting a down payment of 33% per cent from the cus- 
tomer and granting not more than 12 months on the 
balance. 


Recent Amendments to Order 64 


In practice, it was soon found that certain changes 
were necessary to prevent evasions and correct abuses. 
Lay-aways were originally permitted and it was possible 
to hold goods on deposit for any length of time until the 
down payment was made. The government put an end 
to the widespread use of this plan by amending the regu- 
lation to restrict all lay-aways to a period of 3 months, 
and by providing that the contract must run from the 
date of the sale and not from the date of delivery of the 
goods. Other amendments also appeared in Order Num- 
ber 75 which became effective on December 29, 1941, 
and which revoked the first Order, Number 64. Pro- 
vision was also made for a minimum finance charge of 
three-fourths of one per cent a month to be computed on 
the total amount financed. 


These restrictions on installment credit fell heaviest 
on people of moderate means. They felt that they were 
being prejudiced because of their inability to make the 
down payment of 33% per cent, especially when furnish- 
ing an entire household. The government realized this 
and provided relief on January 19, 1942, when the down 
payment on installment sales of furniture, mattresses and 
springs was reduced from 3314 per cent to 10 per cent 
and the minimum down payment was also reduced in 


the case of such articles from $10.00 to $5.00. 


Summary of Canada’s Experience 
Under Government Control of Credit 


How did this experiment work out? Did installment 
buying disappear? Did these restrictions result in the 
bankruptcy of firms which had previously obtained volume 
by selling durable goods on a basis of no down payments 
and many months to pay? Were the difficulties in the 
authorization of charge sales insurmountable? Did the 
public resent this interference with what they had come 
to regard as their right to take unlimited time to pay 
their accounts? 

These and other questions were included in a question- 
naire and sent to a representative group of Canadian 
credit executives from Halifax to Victoria, to determine 
what effect the government regulations are having on 
credit granting in Canada today. From their replies, it 
is now possible to gauge fairly well how Canada’s experi- 
ment has worked out. Here is what they have to say: 

Have credit department expenses increased? Sixty-five 
per cent of the replies were in the affirmative. Vancouver 
explained: “This is principally due to extra work entailed 
by government regulations.” A Hamilton credit manager 
said: “Expenses have increased, due mainly to higher 
wages being paid, plus the cost of living bonus and un- 
employment insurance. Equipment and supplies have also 
increased in price and this naturally affects the cost of 
operating a credit department.” 

Has staff increased? Some said “yes,” others “no.” 
A Hamilton credit manager wrote: “Our staff has de- 
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creased in accordance with the reduction in budget plan 
business.” 

Has staff turnover increased? Sixty-five per cent of 
the replies reported a definite increase in staff turnover. 
In fact it has apparently become a real problem. A 
Victoria firm reported that this was “due to more war 
marriages and increased competition from industries.” 
A store in Hamilton, Ontario, reported a staff turnover 
of 100 per cent during the last six months. 

Have you lost many employees to army and defense in- 
dustries? It appears that some have and some haven't. 
An eastern firm made the following comment: “Being 
located in an industrial city, we have found keen com- 
petition for office help from defense industries. We have 
also lost one member of our staff to the Canadian 
Women’s Auxiliary forces, and with the promotion of 
this field may yet lose others.” 

Is it difficult to secure com- 
petent replacements? Eighty 


Have charge sales increased? Sixty-five per cent re- 
ported an increase. A Hamilton firm made this state- 
ment: ‘We have found a greater demand for charge 
accounts this Christmas because of the practical elimina- 
tion of small installment accounts which were formerly 
very popular at this season of the year. We expect this 
trend to be maintained unless the down payment require- 
ments are reduced.” But a firm in Trail, B. C., has this 
to say: ““The tendency seems to be for a greater volume 
of cash business.” 

Have installment sales decreased? Eighty-five per 
cent of the replies indicated a definite drop in installment 
business. A Vancouver firm reported a 30 per cent de- 
crease in their installment sales. 

Have collection percentages improved? Ninety-four 
per cent of the replies indicated an increase in collection 
percentages on charge accounts and 88 per cent reported 

a similar improvement on in- 





per cent of the replies indi- 
cated difficulty in this respect. 
A Hamilton firm said: “We 
find it hard to obtain com- 
petent replacements in credit 
department personnel. It has 
been necessary for us to take 
young office clerks from school, 
and the cost of training these 
newcomers is high, particu- 
larly when you have a number 
of them in the office at the 
same time.” 

Have salaries been in- 
creased? Seventy-five per cent 
of the answers reported salary 
increases. The majority say that this is due to the cost 
of living bonus which at the present time is based on a 
15.4 per cent rise in the cost of living and amounts to a 
flat rate of $3.65 weekly on salaries over $25.00 a week. 
Over 750,000 Canadians now receive the cost of living 
bonus. 

Have the credit bureaus been adversely affected? 
Eighty per cent of the replies agree that the credit 
bureaus have lost business. A Winnipeg credit mana- 
ger said that this was “due to fewer credit applications 
and restricted business.” A credit bureau manager from 
eastern Canada explained: “Our main drop has been 
in the installment business. The one-third down pay- 
ment gave such an equity that on durable goods especially 
there was little incentive for a report. We are down very 
little on our charge account business, but the installment 
drop, which was mainly file information, was between 
35 and 50 per cent. This includes Ottawa, Montreal, 
Hamilton and Toronto and the same thing undoubtedly 
holds good for the majority of Canadian centers. How- 
ever, the situation will be different with the reduction 
in furniture down payment requirements from 33% to 
10 per cent, for furniture constitutes at least 60 per cent 
of the installment business. This will mean a very sub- 
stantial increase in the sale of furniture and also an 
improvement in our revenue. We have noticed it already 
and business will undoubtedly come back. While the 
stores will take a chance without a report on one-third 
down, they will not when they get only 10 per cent down.” 


Los Angeles 
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“Five Essentials of Successful Retail Credit 
Granting,” Ben Y. Cooper, Odum, Bowers 
and White, Birmingham 


“Carrying Charges on Overdue Accounts Dur- 
ing Wartime,” B. C. Gilbert, L. S. Good 
& Co., Wheeling 


“Broadcasting Credit Education,” W. B. Mc- 
Connell, Jonasson’s, Pittsburgh 


“Shall We Retreat or Attack?” Perry B. 
Armold, Armold Sales Training Institute, 


“A Business Man Looks at Credit,” P. H. Carr, 
Carr, Dolan and Hahn, Minneapolis 





stallment accounts. A Fort 
William merchant explained: 
“The average open account 
here has run anywhere from 
three to six months. The 
. Order has been in effect four 
months now and already over 
80 per cent of the accounts 
are on a strictly 30-day basis, 
although four months ago not 
30 per cent of the accounts 
would have been paid in full 
each month. The missing of 
an installment payment also 
cuts off further purchases.” 
Have you had to change 
your system of authorizing 
charge sales? Seventy per cent of the replies reported no 
change. A Calgary firm remarked: “All accounts that 
are stopped by the Order are signalled on a refer basis 
and are reopened only when they are paid in full.” A 
Victoria credit manager said, “It requires more personal 
attention and more work.” 

Have you had any difficulty in converting overdue 
charge accounts? Seventy-five per cent of the firms re- 
porting said they had no trouble with this problem. A 
Calgary firm declared: “We do not refinance old bal- 
ances and the account is stopped until paid in full.” A 
Trail merchant said: “Most people have welcomed the 
opportunity to bring their accounts up to date.” A Van- 
couver firm asserted: “We have consistently refused to 
do this as a means of reinstating accounts.” The con- 
version is at the seller’s discretion. If he does not wish 
to permit a conversion, then the customer is unable to 
secure additional credit, either on a charge or installment 
basis, until his account is paid in full. 

Do you grant credit to enlisted men? Practice varies. 
Some do and some don’t. This is what the credit man- 
agers have to say: Moncton: “To a slight degree, as 
individuals.” Ottawa: “Only occasionally.” Ottawa: 
“Officers only. An officer in the Canadian army stands 
a chance of losing his rank if he incurs any debts and 
fails to pay them.” Winnipeg: “Yes, but caution is 
required.” Edmonton: “Credit to officers but cash to 
lower ratings.”” Calgary: “To good risks only.” Cal- 
gary: “Only if they have previously paid their accounts 
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promptly, have previously been employed and have an 
established home in Calgary.” ‘Trail: “Some credit is 
being extended to wives of enlisted men who are A-1 
risks.” Victoria: “Yes, if we know them and if their 
references are good.” Vancouver: “Yes, in moderation.” 
Hamilton: “We grant credit to enlisted men and their 
wives. If the past record of the applicant has been satis- 
factory we grant limited credit to his family in keeping 
with their new income.” 

Have tracing problems increased? Seventy per cent 
of the replies show that this problem has become serious. 
A Trail credit manager says: “There seems to be much 
more moving around than in normal times.” With the 
army and the air force shifting personnel about the coun- 
try, with workers changing their addresses as they change 
their jobs, the problem of keeping in touch with debtors 
and locating the “skips” is a heavy one. 

Do you solicit inactive accounts? Seventy per cent of 
the firms report a policy of account solicitation. A Fort 
William credit manager makes this statement: ‘We be- 
lieve that now is the time to promote new accounts.” 

Do you invite new charge accounts by advertisement? 
Sixty per cent of the firms consulted no longer use the 
newspapers, although they do use the mails to solicit new 
accounts. 

W hat was your write-off in 1941? The average write- 
off on charge accounts was one-half of one per cent, and 
the average write-off on installment accounts was two- 
fifths of one per cent. 


Effect of Higher Income Taxes 
on Collections 


Will the jayment of higher income taxes adversely 
affect collections? Some think the effect will be notice- 
able; others that little disruption will occur. A Trail 
firm suggests that: “Collections will be affected to some 
extent, more so around March and April.” A Hamilton 
firm, however, has this to say: “We do not expect that 
income taxes will affect collections, as the prepayment 
arrangement made by the federal government seems to 
have been generally accepted and this budget arrangement 
should eliminate the ‘income tax blues’ in April.” 

Have there been any attempts to evade the regulations? 
Sixty-five per cent of the firms reporting mentioned 
that they had heard of attempts at evasion. 

During the first few weeks, there were a number of 
cases of noncompliance which were not so much delib- 
erate attempts at evasion as they were a misunderstanding 
of the terms of the Order. But, when you take the 
entire country, its stores and people generally, there have 
been comparatively few attempts at evasion. In fact, the 
policing activities of the government have yet to become 
operative. 

Are net profits higher than in 1940? Seventy-seven 
per cent of the replies indicate an increase in net profits. 
1941 was a good year for business generally in Canada. 
Retail trade hit a 13-year peak in December, 1941, and 
this was naturally reflected in net profits at the end of 
the year. The only firms to be adversely affected by the 
regulations were those retailers selling durable goods such 
as radios, refrigerators, furniture, vacuum cleaners and 


the like. These stores along with the credit jewelers 
and clothiers have been hard hit. Sales of electrical 
appliances dropped 26 per cent below the 1940 figures. 
In addition, it is becoming more and more difficult for 
these stores to secure merchandise to sell and some of 
their customers are now beginning to regard it as “an 
all-out of it” war. A Halifax clothing firm explained: 
“Our net profits are lower. We cater to the class of 
people to whom installment credit on clothing was very 
beneficial because they were able to procure their clothing 
needs by paying very small sums weekly. Order 75 has 
not been very helpful to these persons because their 
earnings even though higher than before the war are 
still not sufficient to enable them to pay out large sums at 
any particular time for any particular item. Thus we 
have experienced a serious percentage drop in our sales 
since October 14, 1941.” A Vancouver store makes 
this statement: “One thing is clear—the increase in 
down payments by government order does not, in the 
early stages at least, reduce spending, although it does 
reduce buying. For example, over a certain period since 
the Order, we sold on installments approximately $10,000 
less merchandise than in the corresponding period in 1940, 
but received $2,000 more in down payments.” 


Public Reaction to 
Government Control of Credit 


What is the public reaction to these regulations? 
Ninety per cent of the replies indicated a favorable public 
attitude. Credit executives made these comments: Win- 
nipeg: ‘Most customers realize the need for such legisla- 
tion.” Fort William: “The new regulations are wel- 
gomed with open arms by retail merchants.’”” Edmonton: 
“The public attitude is favorable to price ceilings and 
Order 75, but not to the wage control regulations.” 
Calgary: “Very favorable.” Trail: “The majority 
seem to be in favor.” Hamilton: “Public reaction to 
the restriction of credit has been favorable in Canada. 
We have not experienced a great deal of difficulty in 
securing the down payments required or the terms set 
up by the government regulations.” 

Do you believe that retail credit will come under fur- 
ther government control? Sixty-three per cent of the 
replies ventured the opinion that there will be no further 
restrictions. In fact a Winnipeg credit manager arrived 
at this conclusion: “The recent amendment to Order 75 
seems to indicate a tendency to ease up on restrictions.” ~ 
A Vancouver firm commented: “Retail credit will not 
be restricted further by government order, but in some 
lines sales volume will be greatly reduced by control of 
production.” A Hamilton firm declared: “There is no 
doubt that certain abuses will be restricted still further, 
but this is only natural as in a new venture of this kind 
every possible loophole may not be protected. We be- 
lieve, however, that the government has taken a very fair 
attitude toward retail credit, and that it is endeavoring 
to cooperate with the merchants.” 

Canadian credit men and the Canadian people as a 
whole are solidly behind the government. They like to 
feel that this is one way that they can join the fight for 
victory. They realize that sacrifices are necessary and 
are willing to forego “business as usual” to make that 
victory certain. 
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@ Instalment Trading in England... 


(Beginning on page 3) @ 








Because of the full employment of practically everyone 
who can be employed in this country, the spending power 
of the public has greatly increased, but in spite of the 
fact that the authorities ask the people to spend less, they 
are spending more. This, however, is only because their 
earnings are so much greater and, as well as spending 
more, they are saving very much more. The result of 
this extra earning power is that collection difficulties do 
not exist today and terms generally are much shorter. 

Down payments in most cases: are much heavier al- 
tnough, unfortunately, we still have large organizations 
specializing in Hire Purchase furniture, advertising the 
sale of their furniture on terms of no down payment 
and repayment over three years. However, I believe 
that, in most of these cases, despite the fact that these 
are the terms advertised, it is rarely that goods are sold 
on such terms. Repayment is over a shorter period than 
pre-war, but you must bear in mind that in England, 
our down payments, if any, have always been consider- 
ably lower than in America and our repayment has been 
over a much longer period. In fact, it was general pre- 
war to push the sale of furniture on terms of 4 years 
repayment and no down payment. You must also bear 
in mind that, except for a few stores operating on a cash 
basis but doing a little Hire Purchase business, it is not 
customary in this country for customers to pay carrying 
charges. The goods are sold at a definite price, irrespec- 
tive of the length of period of repayment. 

There are numerous difficulties in this country with 
trading generally and they may be of some interest to 
your members because they are difficulties which you 
will be likely to meet should you go in for a “shooting” 
war. One of our greatest difficulties is the shortage of 
certain types of merchandise. This applies particularly 
to furniture and, as I have previously mentioned, the 
sale of some items has completely ceased, but in addition 
to furniture, there is a considerable shortage of many 
other types of merchandise. Because of these shortages, 
and particularly where the goods are rationed, their sale 
is practically non-existent. If the goods are procurable 
they can be sold, except, of course, where they are 
rationed, and even if you have the rationed goods and 


customers for them, unless those customers have coupons 
to cover their purchase, the purchase cannot be made. 

An additional difficulty which applies more to the in- 
stalment business than to the cash store, is the question 
of staff, because an instalment business has two sides to 
it, namely the selling of the goods and the collection of 
the accounts. This means that the follow-up in connec- 
tion with the accounts cannot be as efficient as it was pre- 
war. Fortunately, the need to follow up accounts has 
diminished since the present lull, so that this difficulty 
does not at present affect the instalment business as it 
might. 

Trading conditions are likely to deteriorate as time 
goes on. The supply of petrol, which is rationed, is being 
reduced, and those organizations which depend on de- 
livering their merchandise to their customers, are likely 
to suffer considerably in the near future. 


The intention of the government is to reduce the 
amount being spent by the general public and the only 
way they can do this is to reduce the opportunities to 
spend, and make it as difficult as possible for traders to 
supply the public with goods. No doubt it is necessary 
to do this, and if this is so, then all we can do is to assist 
the government as much as we can in its intentions, no 
matter how much they affect us personally. 


The restrictions of trade during last winter and the 
early part of this year were, to a large extent, brought 
about by the application of black-out hours. This meant 
that the hours in which people could trade were very 
much curtailed. In the winter, the closing hour, par- 
ticularly in the west-end of London, was 4 P.M. and 
as the days lengthen the hour of closing becomes later, 
but even with black-out, the public are so used to it that 
traders do not consider it will have as bad an effect as 
it had previously. It must be remembered that the 
whole of this position depends entirely on the course that 
the war is likely to take. If we get very bad raids this 
year, then trade is likely to be seriously affected. We 
have learned from experience how to face the many 
difficulties which arise, but in any case, it is not thought 
that the effects would be as bad as they were last year. 
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ANOTHER “BEST SELLER.” One of three 
Installment Collection Stickers designed expressly 
to produce prompt and regular payments. An 
effective, yet inexpensive aid for better Collec- 


tions. 


NATIONAL RETAIL CREDIT ASSOCIATION 


Shell Building 


Sticker No. 7 


Price, only $2.00 a thousand. 


Order from 


St. Louis, Mo. 














The Barometer 


The increasing momentum of the country’s war effort during January has cushioned the slack 
which appeared in some lines, and the Barometer chart line remained unchanged at the 
December peak. 









































Trade and industrial activity has remained at about the 
same high level as during several recent months. It is around 
20 per cent above last year at this time. ‘Current trends in 
many lines of business indicate that about the same rate of ex- 
pansion is taking place this year as occurred during the first 
part of 1941. 

About 69 per cent of the war contracts have been placed in 
the Northeastern section of the country, including the New Eng- 
land states and the Great Lakes region, where 76 per cent of 

the country’s manufacturing is normally carried on. About 16 
4 per cent of the war contracts have been placed in the Pacific 
| Coast states, and about 8 per cent in the Southern states. Most 
of the Southern and Midwest states have received a smaller 
percentage of the war contracts than the proportion of the total 
manufacturing which they did before the war program started. 
Actual production for substantial parts of the contracts placed 
with companies in the East will, of course, be handled by 
plants in the South and Middle West. 
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This barometer appears in the March issue of “Nation’s Business,” published by the United States Chamber of Commerce. 


The Map 


Business in many cities of the South is being stimulated by 
the army camps located there and by the spending in connec- 
tion with them. Higher prices for cotton and vegetables have 
also increased income in this region. Greater demand for oil 
has stimulated business in many districts of Texas and Okla- 
homa. 

Conditions in the agricultural region of the Middle West 
have not changed much in recent months, although the trend is 
upward. Farm income is higher because of rising prices and 
larger crops. Under the new program for greatly increased 
agricultural production this year, conditions are expected to im- 
prove still further. 

In Canada the divergence between the expansion in indus- 
trial regions and the smaller increases in agricultural districts 
is slightly more marked than it is in the United States. The 
general average of trade and industrial activity is more than 
20 per cent more than it was a year ago. 
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AN IMPORTANT 
MEETING! 


was extended to the Honorable Ronald 
Ransom, Vice-Chairman, Board of Gov- 
ernors, Federal Reserve System, to address the 
30th Annual Conference and Credit Sales 
Forum at New Orleans next June on the sub- 
ject of Regulation W. 
A personal invitation extended to Mr. 
Ransom on February 2 by Messrs. Bolen, Shealey and the undersigned 
was graciously accepted, with the suggestion by Mr. Ransom that some 


time be devoted to a general discussion of the subject by members 
present. 


On Wednesday morning, June 17, at 11:00, Mr. Ransom will ad- 
dress the convention, and that afternoon from 2:00 to 5:00 there will 
be an open forum. Past President Leopold L. Meyer of Houston, 
Texas, will preside. 

It is hoped that all delegates interested in installment credit or 
any phase of Regulation W will come prepared to criticize the Regula- 
tion constructively, with suggestions for improvement. The discus- 
sion will be reported and minutes furnished to Mr. Ransom for his 
information and the guidance of his staff. 

In addition to Mr. Ransom, members of his technical staff will be 
present to join in the discussion and to answer such questions as are 
submitted. This meeting, we feel, will bring about a better under- 
standing of the purposes of the Regulation and what it has accom- 
plished or it is hoped will be accomplished. 

While there is close cooperation between credit granters, and the 
banks of the Federal Reserve System, the meeting will, in my opinion, 
bring about a closer relationship with mutually satisfactory results. 

Our appreciation has been expressed to the Honorable Ronald 
Ransom for his acceptance of the invitation and his friendly coopera- 
tion. 

It is expected that all groups interested in installment credit will 
be combined on Wednesday afternoon and the crowd will be a capacity 
one. 


ZS EVERAL MONTHS AGO an invitation 





Plan now to attend this Important Meeting! 


A orthan 


eee 
General Manager-Treasurer 
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A. New and Improved 


MEMBERSHIP SIGN 


(FOR MEMBERS ONLY ) 


Check (\) these qualities 


Made of a composition board with blue 
ALhractiue metal effect backxround. Deep embossed 
| gold-face letters. Will last a lifetime. 


Placed in a conspicuous place, it adds 
dignity and prestige to your Credit Office. 
_ Creates an atmosphere of cooperation. 


Impressive 


— \ Easel type. Also suitable for hanging. 
p Size 814" by 44" 


Price 50 cents each—Three for $1.25 


order from 


NATIONAL RETAIL CREDIT ASSOCIATION 


SHELL BUILDING ST. aoa 3 MISSOURI 
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** OF BILLS IS AN IMPORTANT i 
FACTOR IN NATIONAL DEFENSE : 
x x Pay Promplly 
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STICKER 


carrying a message for prompt payment of bills, with a National 
Defense tie-in. 


Definitely a timely plea for the defense of America and your accounts. 
Protect your customers’ credit records by using this up-to-the-minute 
reminder on all statements and stationery. A new addition to 


our series of educational stickers — this one really “rings the bell.”’ 


Shown actual size. Printed in red and blue on white gummed paper. 


Only $2.00 a Thousand 


NATIONAL RETAIL CREDIT ASSOCIATION 


SHELL BUILDING ST. LOUIS, MO. 
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